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vouns suvoso ev VOUL Cesk 





voune wooee ey VOU Printing 


Peopl respect the man whose desk IS neat, UN- 


Good printing begins with agood printer. 
cluttered, cleared 1Ol action jUSt as people You should see Vout printer well betoi 


respect the collpany that sends out neat, Uun- 


“the actual 
job begins, for he can give vou many helptul tips 
/ 


cluttered, well printed literature Phink back on If you specily a quality job (and you should) the 


the printed literature vou have seen lat ly Lhe chances are he will specify Warren's papers. Every 


chances are the booklets and brochures that im- gerade of Warren’s papers reflects the uncompro- 


pressed you most were well laid-out and hand- musing standards of one of America’s most respect- 


somely produced on quality paper. Don’t you agree ed paper manutacturers. S. D. War 


rren Company, 
89 Broad Street, Boston 1. Mass 


that it pays to take extra Care In printing. 


eT 


is 
WS rren’s ) printing papers 
Ciion Stanoano) 


TANDARD oY” 
ha ee makea 


good impression 
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Wea or wel 


Typical jobs the Justo- 
writer is ideally equip- 
ped to handle: Bulletins, 
manuals, price lists, 
booklets, directories, 
catalogs, direct mail 
literature, house organs 


The answer to all 


forms of Business Printing— 


Friden Justowriter. 


IN YOUR OFFICE, the 2-unit Justowriter 
(Recorder and Reproducer) can turn out 
professional typesets with justified mar- 
gins -- at substantial cost savings com- 


pared with typewriter or hot metal compo- 
sition, 


THE FRIDEN JUSTOWRITER produces 
these professionally composed typesets on 
direct image plates for duplicating machines 
or in form of reproduction proofs for litho- 
graphic printing. 


TYPIST BECOMES EXPERT TYPE COM- 
POSITOR as her typing on Recorder (lst 
Justowriter unit) produces simultaneously 
(a) typewritten sheet, for visual check, and 
(b) punched paper tape with identical copy 
in code. Second Justowriter unit, the Re- 
producer, then ‘‘reads’’ the code tape and 
automatically composes the original copy 


in clear, accurate, justified-margin form. 
14 different Justowriter type faces, sized 
from 8 to 14 points, are available. 


WRITE TODAY on your business letterhead 
for additional information on the justifying 
type-composing Justo- 

writer - a basic Tape- 

Talk machine in the 

“‘new world for busi- 

ness”’ created by Fri- , 

den. FRIDEN, INC., & 

San Leandro, Califor- 

nia, 


THE ABOVE COPY WAS SET ON THE JUSTOWRITER IN 10 PT GALVIN TYPE 
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antiseptic 
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personalized ©. 


f the family 









for each member 





Magic because it does wonderful things to P.O.P. the P.O.P. display shown above. 


displays — gives them the look that reflects quality Make your own comparison and you'll see the 


in every sense of the word. And, of course, that’s the greater impression your display can make with 

only way any product should be shown. Falpaco. The special coatings for lithography, letter- 
With Falpaco Coated Blanks you get that smooth, press, and screen process help make the difference. 

even coating — strength and rigidity — and excep- So when you're looking for the best buy in quality 

tional die-cutting qualities — features that made Coated Blanks — order Falpaco. 

Falpaco the choice of the Chap Stick Company for Ask your paper merchant for samples. 


The Chap Stick Display was printed on 10 ply Falpaco Coated Blanks by Chittum & Kidd Co., Baltimore, Md. 





NEW YORK OFFICE —500 FIFTH AVENUE, NEW YORK 36, N. Y ° MILLS: FITCHBURG, MASS. 


, Ep * October 1958 





Just DtlWein Us 


New Products Are the Key to Prosperity 


The industrial research laboratories of the country have been busily 
at work developing new and improved products which will be marketed in 1959 
and during the next few years. The United States spends more for research 
and development than any other country, and this is undoubtedly one of the rea- 


sons for the dynamic growth of this country in terms of individual companies 
and entire industries. 


Thus the most interesting, exciting and challenging part of the job of 
any advertising or sales promotion manager is to play a key role in the 
introduction of a new product. While many are intrinsically good, the question 
of success depends upon many factors: the size of the potential market, price 
limitations, methods of distribution, competitive factors, etc. Devising adver- 
tising and sales promotion to meet both the opportunities and limitations calls 
for the development of a program which will insure excitement at the buyer 
level as well as among salesmen and distributors. 


Sales promotion is a business of ideas. The successful combination of the 
many effective tools at the disposal of the business promoter may be utilized 
in new and striking ways to assure the interest and attention of buyers in the 
markets capable of utilizing the new product. It is up to advertising and sales 
promotion managers to devise the perfect combination to give the new entry the 
brilliant introduction which will enable it to get rolling in minimum time. 


There is no limit to what can be done in stimulating interest ir new 
products. If circumstances permit, putting samples in the hands of leading 
prospective users may be the answer. Unusual direct mail campaigns, sales 
training courses for distributors, new display ideas, dramatic presentation in 
advertising are all possibilities to be reviewed and considered. 


But because the success of new products is so important to the improvement 
and growth of business, and because many new products fail in spite of having 
merit, it is clear that the work of advertising and sales promotion executives 
responsible for their introduction may well determine whether a new offering is 
an outstanding success or a dud. 


When it comes to new product introduction, ideas are at a premium. Don't be 
satisfied to use any you are not personally enthusiastic about. 


olll————eee eee 
G. D. Crain Jr. 
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How Motivation Research Sells Furniture .............. 25 
A case history report of Kroehler’s current campaign, 
based on an m.r. study. Rosert B. KONIKOW 

An Agency Remodels Its Headquarters ..............+-. 28 


A look at the new offices of Guild, Bascom & Bonfigli, San 
Francisco. 


i How to Get More from Your Film Budget ............ 29 
A film producer gives some practical suggestions on how to 
pay less money to film producers. Frep A. NILES 
Exhibits on Wheels ............ eke eb Cop eeee oes 36 


Another AR Album of Exhibit Ideas examines how exhibi- 
tors have used mobile exhibit units. 


ee 
A 


Using Droodles to Build Booth Attendance ............. 40 


How Scott Paper Co. built one of its exhibits around a 


well-known cartoonist. P. K. THOMAJAN 
WE CAN HELP YOU 





BUILD YOUR BRAND 8 What Makes Good Point-of-Purchase Advertising ...... 43 


IMAGE with “CUSTOMIZED” The Best of AR thisgmonth covers one of the largest and 


most widely used advertising media. 
LIGHTED DISPLAYS! 
Why an Agency Opened its Own Supermarket .......... 51 


I his spectacular Sales Aid is a conversa- The reasons behind the Cunningham & Walsh food store 


tion-piece in bars throughout America! in its San Francisco office. KENNETH R. MacDoNa.Lp 
You too can excite admiring comment 


with a special lighted display designed 
exclusively for you. Any size, shape or Rock ’N Roll Reaches Alaska Promotion .............. 59 
color—with or without animation (display 3 

shown above revolves, adding action to An unusual supermarket promotion caught the fancy of 

the world-famous “Schlitz” logotype). shoppers in the 49th state. Betty AULENBACH 

Write for details NOW! 


THOMAS INDUSTRIES INC. How Nutrilite Uses Printing to Sell ...............66. 65 


410 S. Third St,, Louisville 2, Ky. A house organ is the nucleus of the promotion effort of this 


direct-seller of vitamins and food supplements. 
Leaders in Creative Lighting 








GET THE FACTS! MAIL THIS TODAY! | How to Save Money with a Photocopier .............. 67 
, eeeenenee | An agency executive tells how his organization effects 
410 S. Third St., Louisville 2, Kentucky—Dept. ADR-10 economies with this new piece of office equipment. 
We are interested in learning more about your “custom | i f 
l ized” lighted displays. Please have a representative call | j RICHARD F. SACHSE 
1 i | 
| Company Name | e $ : 
| Temes Sf CS Te Se EE 2 os ee cee ewes eae eeseenes 70 
; Individual This printing process is making rapid progress, as a look at 
| some of its recent work clearly shows. 
Address 
! l 
| City Zone State. | 
Sccanesaneiecsenenanandiseenebabendien 4 


® A Guide to Economy in Paper Buying — Ill .......... 72 
The third in this authoritative and helpful series covers 
the role of opacity in paper. CHARLES V. Morris 
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A direct mail expert talks about some of the specimens and 
impressions he picked up ona recent trip. Roy RyLANDER 


How Costumes Added Excitement to a Supermarket Pro- 
EEC ee Te Te OR ee ee ee 
Libby’s Gay 90’s promotion offered costumes to grocers, 


and the company was pleasantly surprised at the way in 


which the promotion snowballed. PROGRAM 
Business Gift Suggestions for Christmas — Il ..... 


AR editors have combed the market to bring you 41 new 
and interesting possibilities for your Christmas gift list. If just getting any kind of tag is your 
objective, then anybody in the tag business 

@ Geer Ge oe @ Cater Fe onc kc oe chee es ese ceuen can satisfy you. But ponder this—today’s mer- 
; ; chandising picture requires your tag to do a 

A noted color consultant presents a systematic method, in- big job . . . of stopping, of selling and of keep- 

cluding a checklist, of picking the most effective color shot ing consumers sold. To make your tag most 

for your advertising. Econ BerKaA effective it needs this combination of plus 


benefits that only Rothchild gives to you 
How Unusual Art Sells Wallpaper ................... AT NO EXTRA COST! 


A West Coast dealer has found success by getting away a ee a es eee 
‘ e Ss : . specific reco 
from the stereotyped approach of art and design. tag program 
i i e color counsel from Faber Birren, Amer- 
er. oc, eg beaes .. MERE TEC ica’s leading color expert. 
Some examples of modern design with the Gallic touch, 


1292 . . r e facts from continuing research studies 
giving a report on the growing importance of package de- indicate trends (see coupon below) 
—_ ie re ae Maurice BEeNsoussan e new surface textures for capturing visual 
appeal—Meti-Glo inks, Shimmerglo foils, 
How to Get an Effective Christmas Card .............. Day-Glo and other specialty effects. 


What does your business Christmas card tell about your e stock backgrounds to give you two color 

oJ as i han t of 1 color. 
company? A study of many sent last year elicits some good tags for a trifle more than cost o 
examples, and some errors to beware. BETTE MAcOoN e award winning art and copy departments 


e over a half century of experience in pro- 
How to Solve Color TV Problems ................ 


oe @ ducing tags that sell your products. 
When Dial soap wanted to emphasize its colors that 


matched tiles, it presented an especially difficult problem FILL IN COUPON NOW! GET FREE PROOF! 
to the film makers. | vont cain eam 


ROTHCHILD PRINTING COMPANY, 
52 East 19 ST., N. Y. 3 


en sd on ea ae ee Behe ad 


How a triple-sponsored contest built good will, raised C) Send TAG SAMPLER ©) Send “TIPS on TAGS 
money and promoted the station, all at once. 


(0 Send ‘‘The Use of Tags in Seals of Approval 
and Third Party Endorsements” 


1) Send METL-GLO metallic ink chart 


[) Send the ‘‘MODERN TAG,"’ an analysis by 
Faber Birren, outstanding colorist 


Puit SEIrTz 


W Basic reference articles for your Adman’s Handbook 


DEPARTMENTS REGULAR FEATURES 


Art & Photography 105 Buyers Guide & Adver 
Audio & Visual Aid 29 tisers’ Index 
Direct Advertising 82 Books for Admen 
Layout & Typography 116 as. Pocaaigpaay 58 
Packaain & Labelin il ompeti lions TO nter 
gap 7. : 3 The Editor's Notebook 
Premiums, Prizes & Spe ea 

isle 89 How | Solved It 

pr Information Wanted 
Just Between U 


(0 Send Birren color analysis on tags enclosed 
Also quotation on M 


[1] Send estimate on enclosed tags, as is, on 
me M 


~] Send Representative to discuss a tag program 


Name 
Printing, Paper & Plate- 

making 65 Next Month in AR 
Radio, & TV Production 127 Promotion Almanac 
Shows & Exhibits 36 Readers Write 
Signs & Display 43 AR Reprints 


Company 


Address 
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Introducing Koverite—a new, long-lasting 
book-cover material at a sensibly low price 


At the Barash Company's’ Special corrugated container 


plant Koverite 5 


UNITED STATES PLYWOOD CORPORATION 


FREE KOVERITE SWATCH SAMPLER “~~ 
The Barash Company 

Dept. AR9-58 

122 Fifth Avenue, New York 11, N.Y 
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IDEAS 


p..-not | 
just 7 
© nuts 
and © 
bolts Qe 


Like other binder jobs, your own 
may call for new materials and 
methods, or a new application of 
loose-leaf or indexing principles— 
possibly even an invention. Heinn’s 
creative people often come through 
with a special product so different 
that “invention” is the only word 
vou canapply 






(\ 








Your request brings a practical 
idea from the Heinn man in your 
irea; your tentative okay starts 
experimenting and speculative 
work. Customer testimonials prove 


the end results — increased sales, 
better trade relations, greater oper- 
ating efficiency 


Whatever your need in custom 

binders, Heinn’s creative approach 
will please you much more than a 
price’ offer ever could! 


_ = 





Two binders in a ‘‘family”’ 
of five made for one company. 
Copyright 1958 
by The Heinn Company, Milwaukee 


Clip and mail this coupon: 


THE HEINN COMPANY, 306 W. Florida St., Milwaukee 4, Wis 
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Closes Jan. 21, 1959 
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All meetings listed here are annual iai:i4 ay AUTOMOBILE a 
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VELOPES +- TENS/IOng, 


REASONS WHY 


® 


NL 


ELUM ama aala as 


Can frowise Subes 


1. Tension’s Display Window en- 
velopes attract customer at- 
tention— stimulate more im- 
pulse purchases 


2. Display window lets customer 
see the merchandise—its color, 
texture, form 


3. Seal ‘n REseal (the closure that 
—T— > can be opened and closed 
time and time again) lets 
customer take out mer- 
chandise for close exam- 


ination and replace it 


ITENSION ENVELOPES 


| 


e Envelope protects merchandise 
—alwoys keeps it in salable 
condition 


5. Envelope makes product easy 
to display—easy to ship—and 
easy to stock at retail outlets 


* TENSION ENV] 


Tension can create for your 
merchandise an envelope with 
display window die-cut in any 
shape—in any position. And 
Tension know-how assures "per- 
fect perimeter sealing” of the 
window patch for smooth, snag- 
free insertion. Ideal for adver- 
tising mailings, packaging 
parts, product merchandising, 
and special communications 


Ree 
a Tension Envelope Corp. 


815 East 19th Street 
Kansas City 8, Missouri 


TENSION ENVELOPES 


SS i loka ENVELOPES 
4 
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READERS 





Agency Operations 


@e The real value of any business 
magazine is its usefulness. This is 
especially true when the magazine 
seems to have an entirely new ap- 
proach for those who come upon it 
for the first time. This has certainly 
been true in my case. AR fills 
an exact need for which I have been 
looking for some time 
Though I have been recei 


ving AR 


for only three issues, your “Hand- 
books” and other “show-how” ma- 
terial have directed me to new ap- 
proaches and sales 

Would there be a possibility of 


getting an article describing the 
activities of an average advertising 
agency, department by department? 
Ideas and method 
to other agencl 


pains 





at j a 
tha S$ 10 ( Ce oO ds Ac ency 
operatvor S one of our continuing 
interests, and You vill soon see more 
articles added to the 30 o so ¢ 
have already ul shed Fd.) 


e Your editorial “Do You Really 
Want The (July) 


: . ‘ 
touches on a subject that for years 


Business?” 
has been my number one criticism 
ot large adve rtisers, making me 
wonder why in the world they 
spend money for advertising. And 
most of them carry co ipons te make 
it easy to answel! Why coupons, 
when they either do not answe1 
when the coupon is sent to them, or 
take weeks, and in one case withir 
1y personal knowledge, six months! 


If smal 


] 
lall 


companies followed the 
same pattern for answering requests 
for catalogs or literature, they 
would go out of business, especially 
in 1958 
You may be sure I read your edi- 
torial with a great deal of satisfac- 
tion and delight. Here is one pub- 
lisher who recognizes the poor sales 
follow-up to advertising itself 
Please don’t let up with this one 
editorial. Hammer it home in future 
issues 
R. C. Bretu 
R. C. Breth Inc., Green Bay, Wis. 


Oops, Wrong Country 


e Thank ye f¢ ention of 
}} ) 

the Tandbe —%3 Sterer n vou 
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August issue. Howeve ve would 
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LLK¢ to polnt ( t that this tane 
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Up and Coming Medium 


e Thank y« 


\ 1 ie \ l ery tine ai 
ticle A Basic Guide to Advertisir 
op 4 altic (J il /) Speak n¢ I be 
half of our 800 members, I a sure 


that you cr ri ou ndustrv 
1] 

Vlll mean a great ( ng aa- 

vertising and } tion exec- 





















utives a better understanding of the 
Y effectiveness and potention of this 
Y up-and-coming medium 


ROBERT SELTZE! 

The Advertising Specialty Guild 
of America, Chicago 
(T! inl uouw tor your 

Those re iders who missed o July 


Le. or Cho 





d AVL 
ap © ¢ 
’ RU aL 
i POPULAR 
Hi 
ee FROM ANY % 
POINT 
OF VIEW 
Universal Punching | tt tt 
Ise henaies as wicidiane re 
than three-ring binders. T “Wall Showmanship Since 1927’ 
presenting bulletins or sal HOLLYWOOD BANNERS 
- oe ie See : aah Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
on OT ee: Maen alain 116 East 32nd Street + New York 16,N.Y. * TELEPHONE: OR 9-4790 





} . » y« - man mg c ae + 4 a a » 
a ee Switch to Lake Shore 
PEA ey. ee 
Latest on Coins, Etc. Jor jaster SETVICE, 


it teliagse ego oi ELECTROTYPES : NEWSPAPER MATS 
 aieaheiaedaak ta’ cata “ik “Win. os REILLYTYPES * PLASTIC PLATES 


eae a ce ee LAKE SHORE ELECTROTY PE DIVISION 
Istry the United States is ] bited 1224 W. VAN BUREN - CHICAGO It | 


Pxec- these prohibitions have been modi- lel eel wl 







































fied in recent years. Can you refer 
us to some source of information 
on this subject? 





Georce H. DeWitt 
Prod. Mgr., Land, Fisher & Stas- 
hower Inc., Cleveland 
(Your feeling is correct. The repro- 
duction of coins, for example, is no 
onger prohibited. For a recent re- 
port, see page 69 of our issue for 


December 1957 Ed } 


Specialty Manufacturers 


@ Can you supply us with a list 

of advertising specialty manufac- 

turers? We are particularly inter- 
' 


ested in imprinted pencils, bal 


point pens, rulers, yardsticks an 
‘an be used for promotional pur- 


ArTHUR L. DAIMAN 
Merrimack Ad. Agency, Tewks- 


(TI ere are hundreds oy different 
nec ilt PSs and thousands of maniwu- 
fact irers See our “Basic Guide to 
Specialty Advertising’ in our July 
e, available at 25c as Reprint 
+307. We recommend working 
throug} 17 advertising specialty 
c nselor. who has access to many 
d ferent mar ifacturers If /0u ant 
’ nd one 7 jour classified telephone 
book, write the Advertising Spe- 
alty Guild of America, 612 N 


Michigan Av., Chicago 11, or the 
Advertising Specialty Natl. Ass 
1145 19th St. NW. Washington 6 


or some local references Ed.) 





heveusin color scanne Can vou 
tol = I ld ntact for 
: , 
nf tior ut the avail- 
t ( Tle t I cok 
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tions 


Loran B. LANGSDALE 
Langsdale Advertising, Baltimore 


(Headquarters of COUTSE 1S Print- 
ng Developments Inc 9 Rocke- 
feller Plaza, New York. A plate- 
maker with considerable experience 
n the field is Riqghtmire Berg 


( 
723 S. Wells St., Chicago 7 Ed.) 





oO 


e We have been scratching for a 


srapher 












Rospert MITTEN 
Hesselbart & Mitten Advertising, 
Akron 
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see how they run... offset! 


Remington Rand Plastiplate’ Masters 
— Your Choice of Three 


The New, Dual-purpose PLASTIPLATE Master, 
Xer grapny 
general Direct Image work. Now — flexibility by 


ing just one plate...and 


i 


plate developed for these processes 


st K 


The New truly modern Pre 
PLASTIPLATE Master. Im ] 


lage immediately visible 


neiti7 } >}, ' 
sensitized Photogra 


beautiful line work — superb halftones — excellent cov 
erage on solids. Finally 


The Unparalleled Direct Image PLASTIPLATE Master 
— better than ever — the finest heavy duty offset plate 


especially designed for the busy sh« p. 
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CATALOG COVERS 


PRESENTATION 
BINDERS 


PARTS & INSTRUCTION 
MANUAL COVERS 


VIRGINAL PLASTIC 
COVERS — THREE 
DIMENSIONAL 
APPLIQUE 


INDEXING 


SALES HELPS 
designed for YOU 


Ideas and Samples 
Submitted Without 
Cost or Obligation. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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O/ 
I SOLVED IT 


Now is the time to send your problem solutions in. We've 


been working our way through our backlog and new entrants 


see the light of print with 


little delay. So sit down today, 


is, in 200 words or less, about your solution to a 


vork-a-day problem 
Se nd z 
St., Cl 

l 


paniec i 


Nameplate Photos 
Precede Nameplates 


When our company announced a 
new switch, we needed dozens of 
uct phe tos tor a dlrect 


be ready 


only solutio 
ring the pa 
a mo k-up of 
ran into t1 
| 


aiscovereda, 


vaS a dummy) 


f paper This we 
and made both posi- 
rse prints We then cut 
making an exact 
inished nameplate, 


iny rivet holes. We 


1 copied this paste-up and made 


oO 


: ; 
actual-size print yn ingie- 


Wwe ight glossy pape! 

We cut out the finished product 
and rubber-cemented it to the 
switch and then shot our photo- 
graphs. The last touch was to have 
the retoucher take a couple of 
swipes with an airbrush across the 
nameplates on the finished photos 
to simulate the stainless-steel sheen 
the actual plate would have. 

We found we were actually more 
pleased with the results than we 
had been with former photographs 

“real thing.” 
type was more “contrasty”’ 
and the paper model was easier for 


the photographer to work with than 


b jf a spec 1c equest anda 


We'll pay $10 for each item published 
t to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
vicago 11. No mi l 


1 1 ’ 1 
li will be returned unless accom- 


l et re ostade 


ve ana deceptive 


Ronatp H. BEAM 
Micro Switch, 


Open House Dining Plan 
Can Be Easier if Mobile 


In planning an open-house pro- 
gram for 1,000 guests, our client, 
the Hill-Chase Steel Co., discovered 
there was no caterer near the new 


warehouse’s location 


capable of 
handling the job 
The cost of importing a caterer 
seemed to be prohibitive and there 
1 to be no other out until one 
of the brighter executives noted the 
B.&O. siding which came right into 
the warehouse 


seeme 


If there was no local dining room 
to which we could take our guests, 





why not bring the dining room into 
the warehouse, wondered Robert 
Ball of “H-C” and contacted B&O 





















guests, 





immediately 
The railroad Was SO enth islastk an EX ‘ 
- it offered to bring five of its dining | 
cars into the warehouse and serve - sy 
i complete dinner at Nall the price : " 
ve would have had to pay a caterer. 
lye The day of the opening came, = gs 
at about 6 p.n when we could 
nts 2 : : 
” see that e of « ts were The following have been selected from the full list of feature articles 
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MARSHALL'S | Yo 


COLORING SYSTEM 


Solves Graphic Art Problems 
Saves time, money 






& Embarrassment 


Marshall's. PHOTO ol PENCILS 
are the easy fast answer for — 
small areas and details. The pencils 

beautifully alone 
or in conjunction 
with Photo-Oi! 
Colors in tubes. 
Set of 18 assorted 
transparent colors, 
complete with ac- 
cessories and sim- 
ee instructions. 





Marshall’s PHOTO- 
OIL COLORS are the 
only photo coloring sys- 
tem with 48 transparent 
authentic colors to hand- 
color photos. Used by 
professionals and in- 
dustry since 1919. 
Sets from $1.65 to 
$14.95. 


Marshall's also has a new SPRAY 
GLASS SPRAY which is a crystal 
clear glossy fixative that gives the pro- 
tection of glass without its disadvan- 
tages. Marshall’s new PRO-TEK-TO 
SPRAY is a lifetime non-glossy trans- 
parent fixative. Eliminates unwanted 
glare for photographing. 


MARSHALL'S complete coloring system is used by 
graphic art people the world over to save time 
and money—why not you? All Marshall products 
are available from any Art Supplier or Dealer or 
write to 


JOHN G. MARSHALL MFG. CO. 


Graphic Art Div., 167 N. 9th St., Brooklyn 11, N.Y 


i 

| | 

| | 

Please send me FREE Coloring Brochure 

| C) 1 6-0z. can of Pre-Color Spray at $1.50 | 
1 box of Photo-Oil Color Pencils at $4.98 

| 1 Advanced Set of Photo-Oil Colors $7.65 , 

| | 
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for ADMEN 


e The Story of Advertising, by 
James Playsted Wood, Ronald Press 
Co. New York, 512 pages, $6.50 

Today's problems do not seem quite 
so pressing nor quite so new alte! 
reading this fascinating history of 
advertising as an art and a science 
Starting with the days of the 
Greeks, the 
right down to the study of motiva- 


ngs his story 


author bri 


tion through depth interviews, word 


association tests, and the like 





The I 


A Great Event Near at Hand! 


:. About the First Week in March 
° Te erect day to be Rerea/ter announced 
. THE DOORS OF 
: THE GRAND DEPOT 
AT om 4 mA Ter Prem ADELPHIA 
< Wul Swing pen, to We re ne Ladies ane 
“ THE NEW - 
. Dry aaa Emporium ae 
” wit AsbWwahiiie once 
7 Yow WANAMAKER, carrying @ Sut @ long-chertcheg  0n0en 
ar aoe wreged by the Grent leciness of 1976, hae 100s. 
COUNTERED and SHELVED = 
TWO-THIRDS oF OVER Two ACRES 7 


Hundreds of ‘Thousands of Dollars aa 


CHOICES DRY GOODS. = 








- 
= . s Fe robe woos 
. BRILLIANT OPENING! eoope 
: COWIN HALL wi 8 HAFLEIGH = 
cones 
ese 
rr 
The book ex lreds of 
fascinating SIde ertisir 
ana tne roles ? his- 
tory. For exan the : 





tors in promoting the unity of the 
British Colonies in America was the 


mposition, in 1765, of a two shillins 


tax on each ad. The next year, 
the result of the personal pleadins 
of publisher Benj. Franklin, the tax 


Was repeale d 


Recommended reading for anyone 
vho wants a broader backgrour 
ertising 


© How to Make Good Home 
Movies, by the editors of the East- 

in Kodak Co., Random House 
New York, 192 pages, $1.95 This 





little book is useful re: two 
reasons. The first is ct. If 
you know little about making mo- 
tion pictures, you will find a simple 
explanation here While spec 
aimed it the home movle make 
the pring ples involved are ist 
true if you are making—or buying 
training < idvertisiz films 
Secondl) t is a good exan ple 
of how to handle a complicated 


subject. The writing is simple, clear, 











that 
makes it delightful reading even for 


and has a touch of humor 
someone who is not really interested 
in the subject. Well illustrated, both 
with drawings and color photos, the 
anized. Part 
One gives the bare essentials, step 


book is ingeniously org 


at a time. Part Two covers the same 
topics, but goes into more details 


j 


M Haynes, Robins Indi stries Bo orp 
Flushing 54, N.Y., 24 pages, 25c 
One of the 


over disc recording is the ease and 


® Tape Editing and Splicing, by | i 


great advantages of tape 


| ] ] 
smoothness that 1s p ssible In ealt- 
ing. It is thus important that any 
iser of tape know how to perfor: 
) 

tne simple ob of sp 

ru 11 : 

This booklet, a cnapter trom tne 

1 : 1 ? “op 
authors autnoritative text El 





nents of Magnetic Tape Recording, 


Prentice 


yublished by 





simple explanation of how to hand] 

tape in editing, with some of the 

theorv behin ) 

@ The Condi MI G 
; ’ 

H ot a () [ 


n workir thre 
oups of peopl. ‘ ‘ 
} 
naing it of eate ’ t 
q t tne abilit 
eeting I cc } hy out 
nes tne tec ( 
eetir whethe 4 
t oO! tne é I 
+ hh] + 
ible. As the a 
¢ tior ; ¢ 
re I oft ic + 
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CONDUCT 


MEETINGS 


STA NFORD 
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SESESS SUE ON 


cc ot 
ae” 


a tus ~ 
-_S a - xX-— BD 
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RAYMOND LOEWY, world-famous indu ld 


tric 


lal Gesigner, expiall 


“A beautiful product has a promise to keep” 


“Tts performance must match its beauty. Ws ite ipers ol anced P s tha 
apply this principle as much to the papers is | lson is the | f 
use as to the products we de sign in Dusiness and soc 

“Naturally we want the visual beauty and skin, index, ledger, dra tra and | 
crispness of cotton fiber paper in our I 


Dusiness rint papers 
letterheads. But its strength and permanence 


ire important to us in drawing, tracing 


record-keeping papers as well.” 


Be sure to choose papers made with cottor 
25% minimum up to LOO in the finest 
erades. Write for booklet. ““WI at | very Busi- 


\ 
nessman Should Know Al 


7 
( I / } 


and hber 


lough, flexible cotton fibers, crafted with rut Pape loday! 
traditional skill and specialized machinery, 





PAPERS 


» 
i 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON'’ 
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OR “RAG" IN THE WATERMARK OR LABEL 








Citified 


QUALITY 
STYLE 
COMFORT 


motivation research 
sells furniture 


Motivation research sounds in- 
teresting, but here is one of the 
few examples of how it has 
been put to practical use. The 
current campaign of Kroehler, 
the largest furniture maker, is 


based on an m.r. study. 


By Robert B. Konikow 


October 1958 - 





of the population and of income) 
seeks longlasting quality and neat, 
comfortable appearance in thei 
furniture purchases. fy | k 
“The upper working class (40- ‘ i 


45 of both categories) looks for 





comfort, sturdiness, and ‘up-to- 


date appear ‘e in their furniture : } 


> These findings be 


‘ 
the market, and f : f 
gan to divide it sain, thi . i 
time according t J ife. T - : \ 


quote the report again, “the young ss A eee Be ¢ 
family places rel a m , ; 
phasis on sensi il: und | ticality rw W7 [a 27 ? 

than on style and beaut} m Be confident with KX i () C | l C =e i > 
jority of its furniture l é MAKTSET 89 GROM ( 


lat 
lal 


er pe 


attractive 1 refl 101 I ' ; t 


‘ 

Major Ad Entry 
‘ 

seal, 


ifident ) 
theme 
ion 
ivice Was 
is which 
a roehler to 
woman and deal rs 
decision-n book, , showi 
herself, id] buy righ Li aed nitur ll. SI —— nti ine is " ( 
at the rig} 
in my 
While 
will vary 
the qué 
to be aln 


Women 


psychological 


propriate clues as to what 


and should not do 


purcnase 
stance of helping 
ision— holding he 
hand, as the expression goes—i i ! tional as part of the 
a much more positi' la ‘h lon is is fixed in 
panel, but th f the other 
can ha a Imning a 
>’ To translate the en recom ial. However, all colors available 
mendations into an advertising and have been selected I] I 
promotl nal Campaign in one the sofa color 
was a little too much to do. But shopper can 
t too ‘ul isolate how the room 
1e lack of confidenc nd An ad 
I ‘ I 1c} square d 
the Kroeh- 
‘ ’ ler living room pieces. The shopper 
mple seal which carried the words can cut out the ones she wants and 


‘Best Buy” prominently, with “Cer- slide them around until she gets 


Quality, Style, Comfort” > arrangement that seems most 
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yppel 
s and 
gets 


most 








suitable to her particular taste 

The kit is supplied with either an 
easel for in-store use or a carrying 
box for salesmen to use when mak- 
ing a call at the home of the pros- 
pect. It is being sold to dealers at 
$39.95, approximately the cost t 
Kroehle: 

Artwork on the kit is by Pace 
Studios, Jahn & Ollier made the 
four-color offset plates. The print 
ing was by Carlson & McElwai: 
while Rapid Mounting Service han- 
dled the binding. All are in Chi- 


cago 


Die-cut Sign 





> The other materials promoted in- 
dividual pieces in the new line, plus 
general quality characteristics, but 
through it all ran the theme of cor board signs 


fidence and the “Best Buy” seal Is to paste on the front 













® Direct Mail A self-1 er Wa 


prepared tor dealer imprint ine 









s@€al and tne siogan af} are D . 
P} ( { 
on the outside and the inside spre: 











® National Advertising A fu 









color spread was scheduled for eight tape Dy Klieen-5St 
ati 1a] . 1117 ry . 'T) ‘ ‘ ‘ ¢ , ; + ‘ j 
national consume! lagazine The - " A t 
e ‘ C | 
headline wac “R nhdiont wwii ‘ , . the WK hile re 
HNeaQiIIIi¢ Was D¢ ie@n \ 
Kroehle: topped by the s« fetes ; eal v\ 


e Radio 


ond spots were made avallable 1 inte 














local use by dealers. Each was built the wi Ch » I 








na 


aroul 


of 









the theme ol! conhdence 








one them 


“connhdence and conhdent a 


used ten 







was occupied by the Best Buy lentificat 


seal and the “confident” slogan. Ths 
same elements also appeared it > These materials we part — 
variety of other forms. Window f the job. The advertising and tl “oo 














streamers, over-wire banners, card- furniture de 





moethire 
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Demonstration Kit 





































An Agency 
Remodels Its 


Headquarters 


As part of a major expansion program, Guild, Bascom 
& Bonfigli Inc. has completely remodeled the executive 
offices at its San Francisco headquarte rs to increase the 
office capacity trom 14 people to 24 

What makes this remodeling more than a simple news 
announcement is the fact that it was achieved withir 


} 


the existing 2,800 square feet by careful and adroit pro 














fessional planning which considerably improved the 
agency floor layout to produce a more efficient work 
flow 
> As a result of the remodeling, each of the agency S ex 
e¢ es now has not only his own private office but his 
secretary 1S also immediately adjacent to the office, with 
ufficient working and filing space 
The previously existing walls of the office,’ explain 
Gil Burton, GB&B v.p. and general manager, “were of a 
temporary nature, broken up with exposed ipport 
and bookcases at various levels 
We wanted to give the feeling ol permanence al 
provide a more attractive q iality or the offices as we 
as to eC-a ange tne floor pian to Y odate more 
personne with a greater dadevree { eff er 
> To accomplish this designer-de ators Anthor 
Winston and Richard E. Reynolds re ed all of the 
existing partitions and eplaced ther with solid wal 
etaining the origi size of six outside executive 
fices and eliminating a seventh office to er ge the r 
eptior oon 
Our reception area,’ Mr. Burton 1 t t ‘ 
ated I Vnat av Nave been a entre ed s % Duy It 
ire wasted space because it eli: at king ¢ 
e to the openness and 1acK O! } 
This was one area which require ! erable 
anni n terms of ager problems. We ede ‘ 
pace; | acy for personnel at nearb lesh ‘ ‘ I 
enient passage through to inner and outside office 
In addition, the receptionist’s switchboard could be 
oved only the distance of 43” from the column it 
lich the telepnone cable Was placed because ol t De } 
ing a complicated < able to splice or ada t 
> We es, the two designe 
lecic o drop the ceiling to provide for new lighting 


as well as an acoustical tile ceiling. The ceiling dropped 


—_——— 


on T-suspension also concealed air ducts for ventilation 
Walls of the ne 


a 
white and gold carpeting on the floor and white and 





' \ 
w reception area are iinen white, with 


natural tone linen draperies. New oak frame, peel cane 


back chairs were added, with desks of hand rubbed nat- 


iral walnut to contrast with the chairs a4 


Modern 


a 


\ 
; 








How to Get 
More From Your Film Budget 


A film producer takes a good look at the way in which = Ant! 


agencies and advertisers approach the production of 


television commercials, and makes some practical sug- 


gestions on how they can cut down on waste spending. ertiser solicits I 


By Fred A. Niles 


F 

In this era « ing t t 

} 
cost of a televisi r al 
come und ClOSE S< t Age! 
t ] ] t} + +h 

cles pa Culari € JaS 
years, Nave been augnt In a 
ot iower profhts versus increased 


non-billable services to clients. Cx 

rectly, they estimate costs can be 
buttoned down in the productior 
of tv spots This is one area, ther 


in which an advertiser and ager 


ak 
can reduce over-all costs tor 
creased profits 
: 

In the production ol him t\ 
spots, industrials, sales training « 

} : 
public relations pictures—certair 


economies can be effected By prac 

ticing these economies advertisers 
can save untold dollars fo: proauc- 
tion without sacrificing quality 
message impact, script content and 


over-all effect 


1. Intelligent Budget Planning 
- + At the outset, a production budg- 
et should be established. It should 


be realistic, taking into considera- 


6 
} t 
1 
‘ 
‘ 
T t t S 
t t i 
1 
Wt 
€ é A S 
t 4 i A 2 be 
‘ 
Y! 
shies cs 
Tk write 
¢ 
The write S k ss 
Uy 
te sent ais 
shoul A . 
+. yt \ . 
7 vertis 
* ad - 
‘ 
® cos i 
¢ 
‘ 
\ 
A SEC et bo 
et es | ict é 
script writte st ‘ 
estimating the cost 
is W te 
2. How to Work with the Pro- > Or 
ducer .. Once the script and ‘ ( 
storyboard IS approved Dy the 
select tne ne st ( t es 
equipped to produce the film. F ¢ th S 
studios specialize One produce f a one 
very proficient in tood photog t 


Audio & Visual Aids * 29 








You Get Things Done With 
Boardmaster Visual Control 





Gives Graphic Picture of Your Operations— 
Spotiighted by Color 


Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


Simple to opercte — Type or Write on 
Cards, Snap in Grooves 


Ideal for Production, Traffic, inventory, 
Scheduling, Sales, Etc 


Made of Metal. Compact and Attractive 
Over 300,000 in Use 


+ + + * & 


Complete price $4950 including cards 
FREE 24-PAGE BOOKLET NO. R-100 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street ® New York 36,N. Y. 


GARRET SARC 
The Only 4-POSITION 


EASEL BINDER 


30’, 60’ and 80’ Degrees, and 
flat 
BEB LL) FP) oO DMD 
SELLEBRITY 


The Easel That is Practically Automatic 





I ] 
SELLEBRITY* lers ca e! é 
4 1 ng ca] ties; aiso supplie 
icetate ) s. P 1 sa es on re 


est. Write Dept. AR 


*SELLEBRITY is protected by U.S. Patent 
BOY UFORTD ©oe 


Creative Binders for Advertising & Selling 


318 W. 48th St., New York 36 
PL. 7-5950 
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not be shot for $3,500, ask him to 
suggest changes and substitutes to 
lower the cost. 

In this area, the producer can be 
most helpful. Many times he will 
ask permission to have the studio 
writer rework the spot to bring it 
in on budget 


3. Importance of Pre-produc- 
tion Conferences .. Waste dolla: 
occur with indecision. Changes on 
the shooting floor are extre mely ex 
pensive. Time is money in produc- 
tion. The crews’ time is charged 
against the shooting. Overtime in- 
flates the cost. The more non-sched- 
uled time applied to the job, the 


higher the cost of the job 


To solve this, a pre-production 
conference is held after the studi 
Ss en the D and snoot- 
} 

Before t ence, the dire 
te vill have broken dow | 
4 pt The 4 { « I la pianne 
his light ! ingles. The art di- 
rector color corrected the package 
The set designs etched set ide 

The purpose of the conferenc 
to fi ew tne et é é 

scene ! ne. D ! the 

Or t e! t I t i T t t t 
set desigr ( S 
correctlo! ‘ \ tale 

IS i te n » O 





4. Cheaper by the Dozen... 


Time being 


r D 
c ‘ < a , 
r ] t r 
( cr ercls are ( ¢ ( r 
a eat I are e! 
It ~~ ttl. ‘ “_ 
r é ( é 
¢ 
r 
talent « t f 
Dp 
rroauce } 
pa iL ¢ I tT t st 
9 eS a dIs I e! 
St} t r proc t or t ‘ 
) ; ¢ 
Planr i I t 
DN take i T1IOT Tt r ac 
the lings 


5. Lifts Cost Less Than Versions 


-- If intelligently written at the out- 
set, tne advertise saves great } 
ising lifts” rathe tnar ersions 
n making 20- and 10-second spots 
fro a 60-second spot 

A t” is a scissors cut. A 20 
second portion Is literally lift ( 
cut, from the 60-second spot in tot 
I \ cnarge I¢ tine Ss ol tine 
cost of editing and processing 

A “version” means re-shooting 


scenes Lol a 20-second spot at tne 


same time the 60 is shot. New nar- 


needed. The cost for a version is 
additional crew time, narration pay- 


ments, editing and processing 


6. Production Pitfalls to Avoid 
ee Basically, there are two types ol 
films One 1s categorically called 
“voice-ovel narration, the otne! 
sync shooting.” 

One of the biggest cost factors 
talent An on-camera actor for 
syne shooting automatically adds 
$80 to the budget. (Screen Actors 
Guild rate for one commercial 
taking eight hours of the actor's 
time. ) 


Multiply the number of actors 











on-camera and you have _ propor- 
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spot 
In shooting, ound crew 
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INTERNATIONAL 
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tional rights for unlimited use dur- 
ing a year. 


@ Use Opticals Sparingly ... An 
optical effect is a 
spin, iris or any 


dissolve, wipe, 
effect 
tured in the laboratory when the 
film is processed One lab lists over 
100 different 
able 


Opticals ar¢ tricks, Imn ks, 


manutac- 
optical effects avail- 


substitutes for the writer's 


tion Unless used 





they clutter a commercial The \ 
call attention to the trick and away 
from the me age 
Avoid spir ripples é split 
eens. The ire ¢ ‘ ! 
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Then there's our competition 
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are supposed to 
product 


appear over tne 


Instead of sending the film 


to the laboratory and having the 
lab process the super, a still phe te FULL COLOR 
and cel overlay Can be iseaq ana 

POSTCARDS 


hot in the studio 


Still pictures can be used for é 


= 
tay ¢ 


eriors and locations, prod icts, stop , 

motion, aerial shots, plant nte ors + Ww 

as translights for backgrounds; fe 

the popping on of titles « ene Ry 
Substitute still p os ( f 

pensive technique < ou s 
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Westinghouse uses a variety of rolling exhibits. 


If people can’t — or wont — come to see your 
exhibit, you can put your exhibit on wheels, and 
bring your exhibit to them. 


There are a number of reasons for doing this. 
You may want to build traffic to one of your 
dealers, you may need to see a group of prospects 
from one company at the same time, and the only 
—_ ; place is at your exhibit. 

To do this properly takes skilful design. Space 
is at a premium, and designers must be ingenious 
to give the appearance of space without crowding. 

Here are some recent exhibits on wheels that 


ALBUM of 


have worked successfully for their sponsors. 
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EXHIBIT 
IDEAS » 






EXHIBITS 
OK) 
2-8 






Georgia-Pacific exhibits a redwood log Proportioneers uses a Microbu 


Pye ea oe 
oy BE a Ee 





is 
[s 


ly 





Both station wagons and trailers are used Miller Fluid Power | 


Westinghouse . . When you have heavy equipment Proportioneers 
that should be demonstrated in the field, you have ; be i I 


problem Westinghouss Elect C p., working wit lust - 











Gardner Displays, Pittsburgh, has relied on a variet 
t e demonstration unit two or whnicn are I 
ne one on the leit uss a Station wagon. set on 
1) 
ollers, the pane can De pulled ¢ tt est oI ts e¢ 
while one end Stays witnin the agons De ] t 
Way, prospe tS can gatne t e€ es tne 
to watcn a de nstratl 
mM 1 , Electra 
The other unit pictured her: nto a sts 
single-axled trale One s ¢ t r ete 
eveal the demonstration ¢ nt linated wit 
: ) 
concealed, tf t-1! gpnting. O ( S¢ € as t 
\ 
board, whil e the othe : edge t i cl 
. . : : 
Miller Fluid Power . . To demonstrate the | 
use of its fluid power devices, the Miller Fl I 
Say : ; 
Division, Flick-Reedy C« se Park, | 
a Dus Into a traveling exnibDit which served 
O 
liege on wheels 
With capacity for 18 stude the air-conditi 
‘ 7 ye] py . ST 
busses visit plants, factories and schools. At the tront ot 


the Dus 1S a special hexagonal panel, on which 
models of fluid operated deviees are mounted. The 
tation of the exnibit 1s, of ¢ irse, handled Dy JW 


fluid controls 


The company now has four busses, the inter 
ol which were designea and htteda Dy ompal! 


nicians 

Georgia-Pacific . . How do you exhibit a 

wood log, 8’ across, 20’ long, and weighing a mere 32,- 
000 pounds? Georgia-Pacific Corp., Eureka, Cal., solve 
its problem by mounting its hunk of wood on a speci: 
trailer by Page and Page Co., drawn by a whit 
painted, chromium adorned truck by the White Mot: 
Co. The display boards and other items are carried 


Electra 


transit in a special cabinet built behind the cab. F 
protection of the ends of the log from road grime and 
dust, king-size “shower caps” are slipped on before the Worthington 
truck moves 

One man, Ken Noble, acts as driver, prop man, nar- 
rator and general encyclopedia of woods-lore. Distribu- 
tors and retail lumbermen who handle G-P’s product 
take care of local promotion In the first third of the 
tour, the company reports, more than 1,000,000 visitors 
were counted. And what is more, sales of redwood have 
jumped during and after the exhibit’s visit 

The log, by the way, 1S small by redwood stand: rds 
but the company explains that weight and size limita- 
tions prevented the use of ‘a big one.” Common to the 
logger are trees 12 to 16’ in diameter 














































intense local interest and 
build traffic to the dealer, but it also 
gives him additional display space 


crease 


from which to sell the merchandise 
being promoted. 


Worthington... If a truck isn't big 
enough for what you need, take a 
deep breath and stretch. That is 
what Gardner Displays and Worth- 
ington did for its climate van, used 
to demonstrate air conditioning and 
heating equipment. The walls sim- 


ply slide out, approximately dou- 


Charge Plates Double 
As Visitor Recorders 


Vays-prest nt 
registering exnibit 


recently by Am 


ciety of Tool Engineers when 


] 1 
solved 


borrowed the cnarg¢e 
department store fiel 
an exhibit giveaway 
Called the “Inquit 


embossed me 


to booth v1 
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bling its normal capacity. At the 
rear, a stairway folds out for visitors 
to use to get in to see the score of 
exhibits ranged around the walls 
For special groups, the registra- 
tion desk, just inside the truck, can 
sound films and 
35mm filmstrips, or can play sooth- 
ing background music 
The exhibit not only looks well, 
but actually works, too. One of the 
units on display is hooked up to 
heat the truck in winter and cool it 
in summe! a4 


nibito! 
a sto Nn 
a prin 


with 


( mbossed 


New Rotary Display Motor 
Operates on Batteries 


An illustrated leaflet detailing the 
features of a new battery-operated 
rotary display motor has been re- 
leased by the Hankscraft Co 

Compact enough to fit in the palm 
of the hand, the new unit is able to 
operate in any position or location 
The output shaft can be adapted to 
exact display specifications and flex- 


1 ’ 1 
; } , + < 
aisplay placemen 1 


more details circle 1007, page 135 


Easier Exhibit Moves 
Promised by Mayflower 


Nort! WAmerican 


neat {| NES, 


a oe ee = 


|ne. 





guns This idea pius 
apt contest 1dea drew 


tne 


for more details circle 1008, page 135 


Fast Flexible Exhibiting 
Offered by New Vizupoles 
At xhibit possibility, off 


Giant Lock Exhibit 
Stops Traffic Flow 


Build a Better 


¢ + 


for more details circle 1009, page 135 


Exhibitor Uses Guns 
To Hold the Crowd 


DOUBLE-CHECK THESE ADVANTAGES: Phone Your North American Van Lines Agent Now. 
He’s listed in the Yellow Pages under ‘“‘Movers.”* Or 
send coupon below for details of Exhibit Display 
K/ On-time delivery; fastest service anywhere. Moving, other North American 

services, and ‘““Wife-Approved”’ 


iS Eliminates costly crating and uncrating. 


</ Liberal pads, covers—100% protection. personnel. North American 


. Headquarters, Fort Wayne 
</ Door-to-door service; no delay. ; 
Van Lines Canada, Ltd., 
</ Frees your personnel for customer contacts. 


K/ One exhibit or 100; no schedule too tough! 


VAN LINES, Inc 


. I Jar 
ow a am North American Van Lines, Inc 
F World Headquarters, Dept. AR-108 Ft. Wayne 1, Ind 
. % fi 
: a Let us bring your exhibits Without gat t 


home from Universal and 
International Exhibition 


at Brussels, Belgium 


October L958 + cp e 39 





ELECTRO A 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR —Droodies Do it 


YOUR PROMOTION 


[aw 24+ 


Crowds Jam Exhibit 


By P. K. Thomajan and the «¢ 
“Droodles 
There's n projector 
promotion t a: l m it < medium of 
stand-out attraction Droodles” 
Scott Paper ynn d with an ‘reen. These 
other “Lulu” when 
Price of “Droodle’ 


mafic al 


snow exnibits 


2 > The tie-uy ll 
zes—< € l€ up occu 

le in 3S! fo 
ers 

ations. Ord ing manne 

fronted with the nee r a display 


% Compare price 
% Look for Underwriters tabel 
% Demand ‘ependable Electro-Motion 


I 
which could be used at small-traffic 


shows, where the attendance (01 
WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 
Buchanan, N. Y at Cl) 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 
Moving Message 


That Sells 
DRAWS CONVENTION The Tel-A-Stery 
eo POINT Automatic Projector Wit Tester 
ie Oe... will sell your prod- ares 
STIMULATES SALES Ut Using twelve 
MEETINGS mm or 2” x 2 


square transparen- 
cies on a 156 sq. in. picture screen. 
Copy changes automatically every six 
seconds. Economical to own and _ use. ? 
day and rem 
Ideal for any type product or service. ae 
of the show (u 


l' ; idea was to 


delegates) would 


which wo ild keep these people 
coming back to the booth through- 
out the four day period. Normally, 
they would look at a booth the first 
day and find nothing of interest to 

see thereafter. 
A happy hunch led to contacting 
ger Price to draw special “Droo- 
$15 les” and provide the interpretation 

VALUE Sy or t 

Gold mine of ready-to-use art! Odds & 4 ; in as closely as possible with Scott 
Ot Lis AM, Tens Ak, See : products. Sprinkled through the 


One to customer n ustomers only 
new creations were some of Price's 


hem for Scott Paper, also to ti 
} 


Check with order. Guaranteed to 
satisfy! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


best “Droodles” taken from his 


more popular books New Angle 


tk 


ee eenewerserecwecses 


veloped een By Lear 
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“| COUNT ON AD REQUIREMENTS 
FOR ADVERTISING IDEAS” 


Advertising Requ 
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Advert j F 
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BURTON KESSLER, \/ 


Beltone Hearing Aid Company 


a A_LLER 


Burton Kess) 
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“s 


er, Manac 
3 ’ age 
Overtising and aoe 


Promotiarn 


ivertising supplies and 


in the pages of Advertising Requl! 


since 1940, Bel 


5,000,000 pieces « lire ! are se it by Itone exhil 
prin ps 
etc 


Workbook of Aduertisiug & Cafes Pnowction 


Advertising Requirements vaa WOUSTNAL MARKETING 


200 E€. ILLINOIS ST., CHICAGO 1! ° 480 LEXINGTON AVE. NEW YORK 17 
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What Makes Good 
Point-of-Purchase 
Advertising 





A guide to one of the largest of the un- 
measured media, including a number of 


helpful checklists. 


Buisiyjssapy ‘d’'O'd 


@® To create sales 


To dispense 


®@ To show something new 






2. § 
. Ss 












ee @ This is the tenth in our monthly series of bonus features for AR 











readers. Three articles from the 


1R files furnished the bulk of the material 










for this report: “21 Wavs to Aid Dealers with Point-of-Purchase Material” 
(July 1953): “Bhat Makes a Good Point-of-Purchase Display” by Edward 
of A. Whitmore (April 1954): “What Vekes Good Point-of-Purchase Adver- 


tising.” by Donald 8S. Hutchinson (April 1955). In addition. material was 






picked up from other AR articles and reference files. 




















What Makes Good 


© To create better merchandising 42. Show | 


N \ prod ict DelIng made assembly, 


43. Show product bei: nstalled, o1 I the nome 


11. Create a department devoted to one line 
> Cc eate < aepa tment t one t De ot met! I na 


1GIS¢ ® To stress features 


13. Create mass display {f dummy packages fo 44. Emphasize colo chem«e 


store impact product 
14. Set stage or background fi lemonstration by 4S. Feature seasonal aspect 





erk 46. Feature a sale } ‘ 
15. Invite istome to test « try item Nnimsell! price 

47. Feature a arantee 
48. Drama 


















16. Move the product t ! land area ® To prove benefits 


17. Gai Ns} ious location. lift product nea . 
level 49. Present before-and-aft te 
18. Move product near checK-out counte! 50. Feature wide acceptance with 
19. Establish convenient location f tore stock 51. Show benefits, improvements 
52. Feature appetite a 
© To spotlight $3. Tell a scientific story 
54. Suggest how produ 








nan betterment irity 


20. En pNasliZt n Dig Way t ademark, Dranad 
ai. F un ! m 

22. Feature or animate the trade haracte 
23. U 


® To gain attention 







e by dealer $5. Attract with unusual picture art 
$6. Attract with light, with motio1 
® To make special appeals $7. Attract with big headline, b 


a 58. Dramatize | howins 






\Aq | 
- 24. Make appeal to kid motners, ftamuy groups lant size 
25. Appeal directly through sense of touch or sme 


26. Appeal directly through sense of sound ® To establish association 













§9. Create 1uXUu DacK¢ ina I! 

60. Create modern settir fo p 
27. Ren na cle KS of Salient Sale points 61. Suggest torelgn or exothk atmo 
28. Organize product stock, prevent pilferage 62. Associate product with fashion 
29. Protect merchandise Irom dust Sl et 63. Suggest product as a gilt 
30. Show product, but prevent damage fron o1 64. Give product sports or outdo | 
indling 6S. Give product glamor background 
31. To add definite decoration to store 66. Associate product with Vacat 
32. Hel; deale) pet out hidden products to Sale 67. Associate p oduct with mov 





t 


33. Help consumer mak: rect and easy self-s¢ celebritic 













@ To create institutional 






®@ To show 
68. Associate with historical story 

34. Show the product ( picture the product 69. To mark an anniversary of p oduct < company 

35. Show the package, or picture the packag« 70. To link product with other items of know 

36. Sho. 1 ] 











quality 


@ To remind 
a7. | 

38. Featu product as accessory ¢ ngredient 72. Remind shoppers of newspaper, magazine, direct 
39. Feature ety of use mail, tv, outdoor or car card advertisins 

40. Feat ntirely ne Ise 73. Remind shoppers of contest or premium off 


















These are all spec ific objective that may be 
eached through the proper use of point-of-purchas¢e 
41. Show inside or cross-section of product naterials. For purposes of analysis, however, thers 








Point-of-Purchase Advertising 








Basic Guide for Paper Buyers 
Basic Guide for Better Advertising Photos 
Basic Guide to Business Films 
Basic Guide to Direct Mail 
Basic Guide To Display Typefaces 
Basic Guide to Packaging 
Basic Guide to Specialty Advertising 
Basic Guide to Television Commercials 
105 Ulcer Reducers For Exhibitors 
. What Makes Good POP Advertising 


October 1958 












































































































































struction, a piece that can act 
® a shopping cart display 

® a case card 

® awire hange) 

ea pole display 

® an easel card 

° ad Case bac Kel 


A few simpl 


rected towards ar 
impulse’ sale. Even if you grant that a $200 washe 


} 
theless 


Types of P. O. P. Displays 


P.O.P. Displays can take many forms, limited only by 
the budget and the ingenuity of the designer. They 
are made of many materials, and one category merges 
into another. For this reason, it is difficult to make 
a comprehensive list, or to set up distinct categories 
of displays. Here, however, is one of the finest such 


lists, compiled by POPAL, 


Deep-etched glass signs for counter, backhbar. wall 


(illuminated & non-illuminated ) 


Transparent plastic self-sticking signs for counter, wall, 


window, shelf, door 
Decals for counter, wall, window, shelf, door 
Shadow box displays 
Racks of wood, metal, wire, for counter, floor, wall 
Rubber ad mats for floor & counter 
Moving letter displays 
Display baskets, for counter 
Display cartons for counter and floor 
Display shipping cartons 
Merchandiser displays for window, counter and floor 
Mobiles 


Plaques 
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What Makes Good 









qguce the Dest In Magazine aavert lI \ pecause 
they believe that merely having a point I-purcnase 
program Is enough, often produce mat | mplete 


at devoid ot Sé ll 
Bear in mind that at the point-of-sal here the 


product can be seen, touched and tried t is too late 


| 
o make promises you ve already 
















Wall posters 


Fabric banners for window and wall 

Iusion displays (projector displays ) 

Exhibition displays 

Bo allboards 

Self-selector display s. for wall, floor. counter 
Window banners and streamers 

Over-wire banners 

Easel back cards for floor, end display, windows 
Tuck-in cards for floor and end display 


Self-adhesive strip displays for gondola and shelf mold 


ing 

Self-adhesive tape displays 

Light cord displays 

Displays at « heckout counter 

Window cutouts 

Floor cutouts 

Magazine ad reprints 

Plastic molded signs for wall, window, counter 
Blow-up of product 

Sound displays 

Demonstrator displays 

Lighted signs of all materials for window, wall, counter 


Three-dimensional displays of all materials for window, 


counter, floor 








Point-of-Purchase Advertising 


Departmentalizing displ 
Change tray display 


Changing scene display 


Self-adhesive footprints and son floor and wall 
Mechanical hook display 

Mechanical mannekin display 

Molded ceramic figurines of trademark or character 
Displays using fluorescent papers and inks 


Flasher displays for counter, window and floor 


Heat rotor displays for window, bars. restaurant tables, 


counters 


Mirror displays for windows. backhbars (usually lighte d 


and moving) 


Large itinerant displays for counter. window and floor 
Turn-table displays for counter. window. 


Clock display s 


and floor 


Indoor electric signs 

Supermarket basket displays 

Shelf toppers 

Backhbar menu signs 

Enameled signs for wall and windou 

Cash register signs of many materials 

Dioramas for walls and windows 

Related item displays for counters, floor and windou 


Can and bottle toppers 





What Makes Good 


cardboard are effectiy I pecial limited Cé » Point-of-purchi 
paligns The Variety that 
They can vary from ; 
10. Related item di ee as . 


designed to be pasted on 
seasonally, because the \ 


] j 


three-dimensional d 


isplay 
of two or more items ; 


pretzels, et 


complete department In ¢ 
is limited only by his imaginatior 
11. Store demonstrations should be supported wit! in achieving effects 
as He can quickly take advar 
ample and informatiy point-ol-purchase material e can quickly take adval 
This should be able LO tell the advantages ) tn new techniques He 
yrroduct even when the demonst! is finished merchandising, adapting 
products find new n 


12. Window displays are most effective when the . bs 


nust 
i 


whole window is given o 


So" ° = roe oo advert fundamentals Here 
Displays that are both attractive and hard workin arly AR 


issue oO! 2 i 


stand most chance of getting ] 
nd ; , : 1 planning 


pec ially if the yY expose 


ilne 


A Checklist for Point-Of-Purchase Installations 


The following checklist, used by a large na- 
tional advertiser, has been taken from ‘‘Ad- 
vertising at the Point of Purchase,’’ edited and 
compiled by the Assn. of National Advertisers 
with the cooperation of the Point-of-Purchase 
Advertising Institute, and published by Mc- 
Graw-Hill Book Co., New York, at $6.95. 


Approved Window Locations 
e ket ‘ger ha 


Approved Interior Locations 


Sales Coordination 
e@ | ir local sales off 


Booking 
ev: can 
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Point-of-Purchase Advertising 


Ss. 
2. 
6. 
3. 
4. D vs 
8. | 


Inspection 

ei 
Control of Materials 
ei 

* 
Control of Advertiser’s Salaried Win- 
dow Trimmers 
e 

2 
» 

Approval of Invoices 

e-: tallat © 


October 1958 - co e $49 








ising 


Advert 


P.O.P. 









What Makes Good 
P.O.P. Advertising 











check-out counters, dist ibute racks for vour above- 19. Offer sample S to you dealel I ree listrip 
e ‘-margin items. Remember that deale aré tion. However, it is usually a good idea to have 
reluctant to use these spots for anything except fast- carefully-worked out plan for handling the Decids 
noving, high-profit items whether you want them mailed to re llar custome 
handed out by a clerk at the door or at the chec} 
rel re i ! nd window 1 ec ( ntif Y 5 
3. I repare aoo ana < Window daec é out counter, or laid out ir , wmble 
t s as sellers of vo I ' : 
ore a ellers ¢ you € tomers to picK up as they pa 
“lock | mon + < writ ) < < rev 
10. Clock and the liomete with you ale i ge 20. Ths ise of coupons anothe ‘ 1 
can often win a permanent and prominent spot. They a a 1 : 
. Sampl g ere tne 1 opler ( ¢ ‘ I or 
»} < ly } huted } nN sj< 
are isually distributed on the same ba a F ‘ distributior en thie : tna aa 
11. Stand-up and other floor displays can attract ethod of redemption |! the store \ good | 
“i ' = will also ir ‘ te to hi } 
the attention of passers-by to the produc ( 
| — evalua . nm at tore traffic base ! t 
ilate a demonstration of your products « < 
tract attention to your products ahead or those ol! 23. TD t : t } 
¥ . I IwmMAallZe Wile t t i I t 
your competitors. This last use is especially advanta- x ; d 5 : , 
! t suDD 1¢ ers \ é é 
eou I tores displayu OWS OI Was ! L ol : . — : 
. ( r a \ I ! eS 
gerators othe aj I ea ¢ | 
‘ e ( 1 ‘ I ‘ 
ised to stop the eye (nothir is as effective < 22. R . ' t 
- Re ‘ ‘ ‘ 
tion) and Car roc S t or ou I or T} ¢ ‘ A 
expel ‘ te! are stripute tne ¢ } ++ S 
$4: Price bulletin b eltes: ant t talling | O t 
a in pe nent ett brat ( 
44 
n it. le ’ pnlent aa $ , tid 
1itior te ’ to ad ‘ 
14. J ‘ pecial event 
et to-school  s nvent The P.O.P. Material Retailers 
event 1 so on. Off ( Actually Use 
olint-<« I Se te } 
s Last summer. S.C. Johnson & Son. Racine. W is.. 
‘ \ ; $ , 
conducted a survey by asking 100) salesmen to 
note which of 14 p.o.p. pieces were actually in 
15. A ent use in the stores they visited fn analvsis of the 
, t. Wh thecs 23.349 stores showed the following results 
mduct f l I ott ne cae 
, Used by more than 60%, of the stores 
it | nt piece t tthe expenst ®@ cardboard shelf edger- 
16. D: coe be = { leale e plastic price channel strip- 
’ _ @ metal or wire display stands 
the sale These kits contair ite 
. oe 3 <p - . 
‘ , cll ictior P. de nstrati! Fy t 1 cardboard di play tand 
‘ ple demonstratlor are most ellective be Used by 45 to 60% of the stores 
IS¢ alespeople can find opportuniti t tage © posters 
then vhile an elaborate demonstratior ! tte ® over-wire banners 
O! ncing, will often lay idle e pole toppers over displays 
@ metal shelf extenders 
T | ‘ ] ‘ + + + 
17. ou uid a p.o.p. adisplay around «¢ ¢ ® entire store promotions 
tt tore owns will late find useful, the promise 
} ° f ft > 
t t it s to keep when the display hz ‘ ed its Used by less than 45% of the stores 
: ®@ can toppers 
ose will help in getting commitments to use it ‘ . 
counter cards 
18. 7 elir jemonstrators are wort}! nsiderir ® advertising reprints 
! O elaborate demonstrations art equired @ mobiles 
While the practice ' es from industry te ndustrv ®@ window decals 
t t t \ { t F lete re t tl ’ nd 205 
‘ S or prac S tO pa tne cle or ( or a comptete repor on us surtre . Senne ~ Je 
( ns made on sales at the demor to AR’s Reprint Editor for Reprint = 259.) » 
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Set icreet 
aa 


Sit eit 


Here's how Cunningham & 
Walsh runs and uses the grocery 
store it opened in its San Fran- 


cisco office. 


By Kenneth R. MacDonald 


Why an Agency 


Odeterber 


1958 


= Opened its Own 


ce 


Supermarket 





DR. MURDOCK 
AND THE 
CURIOUS CASE 


OF THE 
TRAILING 
BLADE} 
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Paper Chemist Gordon Murdock is project leader of a Crown 
Zellerbach research team which out-detected Sherlock Holmes to 
uncover a new approach to the manufacture of coated book paper. 


It was Dr. Murdock and his men at Crown Zellerbach’s Research 
and Development Center who pioneered the concept that has the 
paper industry talking: To double-coat printing papers on the 
machine by combining the advantages of the conventional roll-coater 
and the remarkable leveling action of the trailing-blade coater, 
in one continuous operation! Soon Crown Zellerbach will turn 
that concept into a manufacturing reality, at the giant new printing 
paper mill now under construction at St. Francisville, Louisiana. 





For the Printing Industry, this will mean premium quality papers, 
of extraordinarily level smooth surface—at non-premium prices. 
These revolutionary printing papers will be available early in 1959. 








new 
BATTERY-OPERATED DISPLAY MOTOR 


to move merchandise! 



















, Here's the ideal power plant 
F for rotary motion displays 
New, unique design permits 
weeks of effective movement 
using ordinary flashlight bat 
teries! It can be wired for 
clockwise or counterclock- 
wise rotation at approximate 
speeds of 1, 6, or 60 rpm 
The compact DC motor is 
dustproof, tamperproof and 
lubricated for life in high 

impact plastic housing 
It’s a silent salesman that's 


smooth, sturdy and versatile! 


FREE ENGINEERING 
SERVICE 


Send cutout dummy and rough sketch 
—— wwe we'll return them equipped with 
\ the best motor for your use, together 
\ } with a complete laboratory report 
het NH Ld HANKSCRAFT COMPANY 
Display Motor Division 
Reedsburg * Wisconsin 





In Today's Battle For Men’s Minds... 


Our Greatest Weapon Is 


Your Dollars Bring Truth and Hope Behind the Iron Curtain 


int few years, the spirit — tions, renew hope that freedom 


f millions of East Europeans’ will one day return. But free- 
be broken by the never dom is not free. Your dollars 
ending avalanche of Red lies, are needed to help operate 


restrictions and distortions. A Radio Free Europe, pay for 
great hope remains for them _ its supplies, announcers, polit- 
for the free world: the 29. ical analysts . . . keep its 
powerful truth transmitters of | transmitters on the air. Send 
Radio Free Europe. They your truth dollars today to 
broadcast the news as it really Crusade for Freedom, care of 


happens, destroy Red distor- your local Postmaster. 


FREEDOM IS NOT FREE! 
Your dollars are needed to keep RADIO FREE EUROPE on the air!” 








SEND YOUR TRUTH DOLLARS TO e: 
CRUSADE FOR FREEDOM 5% 
CARE OF LOCAL POSTMASTER 7 
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as some ol the Dask ises for the 


new C&W “store 


1. Development of In-Store Pro- 
motion Material . . Display ma- 


terials can be tested on the shop 
ping cart, over-the-wire on the 
shelves, i price slots, In mass dis- 
plays eu Viewing ich materials 
l st osphere ends to 
eli nate I oble ol 1Z¢ 
snape typela ett e and 
color that t the ri ot come 
to light unt Lhe S are neal 
co yletior 

The st ( i ( } ( ( ellec- 
t r ethod t tr ood 
ind D t etit ( 
) t t¢ 


2. Design of New Packages or 


Labels .. By lacing newly de 
Signed package ol the grocel 
neive ! Ol prod 
‘ tr ¢ the ly 
t be 
lé the ope 
T ‘ t 
t | s C&W é ure 
t t ? t 
\ t ‘ the 
‘ e€ 
t Sé tor 


3. Arrangement of Special Sec- 
tions . . Som oducts tend to 


‘ the 
tt a t 
( ‘ ficier 
} 
» Va 
\ } ‘ 
‘ 
The ; 
Ita be 
t ( Foods 
‘t t ‘ \ ne 
t t t% 
etne a 
iil Ita t 
Ir ‘ 
bre ( brokers 
VI lata ol 
) M Pete 
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t pit t 1 es ( 
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ae & 8 ‘ ‘ 
led t S; ‘ 
sect 1 t expec 
oO i l ( { ‘ qQuare 
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. the big swing 


IS’ TO 


MEYERCORD 


Preesute 
Coneitive 


DECAL SIGNS 


ALL the advantages of pressure 
sensitive application 





Agency Customers 


ALL the permanence of a true 
decal sign 


More and more national and regional 
Point of Purchase sign advertisers are 


“Tat a Sie en 
a ae 


hares - switching over to Meyercord’s new 
Pressure Sensitive Decal Signs! The 
reason isn’t very hard to dig out 

Recently an important advertiser 
told us, There has been a marked 
increase in our sign circulation thanks 
to Meyercord Pressure Sensitive Decal 
Signs. Our field men are getting up 
more signs and more rapidly 
than with anything we've used before 

And no wonder! Meyercord Pressure 
Sensitive Decal Signs are mounted with 
a simple two-step installation that takes 
only seconds and requires Oo water 
Once up, these decal signs maintain all 
the brilliance and permanence that 
have distinguished Meyercord Decal 
Signs for more than 60 years 

There are no restrictions as to color, 
shape, design or size either halftone 
or straight poster stvle. Let us show you 
how to put Meyercord experience and 
facilities to work in your merchandis 
ing program with Pressure Sensitive 


Decal Signs 


Pressure Sensitive 
Facts—FREE 


The full story of Meyercord 
Pressure Sensitive Decal Signs 
along with current samples, is 
yours, for the asking. Please 

write today on company letterhead. 


; a : ae Li. bebe he seh datand 1 oe as wes ee 
“a oN na : a . : pon ae nia js a OL De LT re La] Chicago 44, Illinois 
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{ead lS 


Your 


y of the Arabian Nights can match 
the modern merchandising magic of KLEEN-STIK for 
pulling extra attention to P.O.P. Displays and Labels. 


* SO EASY TO USE—Peel backing paper and press 


in place. No water, no glue, no tacks or tape. 


STICKS TIGHT—on any hard, smooth surface. mae 

aisplays 
GETS DISPLAYS UP—and keeps 'em up, in the best preferred , 
locations. b uaa ‘ thd e-cuts and 
EASY TO PRINT—any size, any shape, by any print- a Sy ae 


ae 


vailable from 11 
ing process. alc 


nts 


SEE HOW AMERICA'S leading 


advertisers use KLEEN-STIK — send for free book- 
let, ‘101 Stik Triks’’ today! 


56 ap * October 1958 





Moistureless, Self-sticking Adhesive Products 
lor Cvery Advertising and Labeling Need 


KLEEN-STIK “D” TRANSFER TAPE 
Instantly Makes any Printed Piece into a Self-Sticking P.O.P. Display! 


New quick-transfer ‘’‘D” Tape adds Fast... Easy .. . Economical 
famous KLEEN-STIK peel-and-press D” Tape is easily applied by 
convenience to Window Stream- hand —or for larger runs, on 
ers, Ad Reprints, Wrap-around the new Automatic Applicator. 
Labels, forms and other printed Available in rolls 12’, 34’, and 
material. 1” wide. 


KLEEN-STIK “DUBL-STIK” 


KLEEN-STIK “VINYL-STIK” 


For Longer-Lasting Weatherproof Outdoor Displays 


Tough, flexible Firestone ‘Velon” plastic, backed with f 


self-sticking outdoor displays that last longer, stay brigh 


y 


nous KLEEN-STIK peel-and-press adhesive, produces 


ter, stick tighter on practically any surface. Water- 
proof, fade-proof, scuff-resistant — impervious to most oils, grease, salt, and acids. No harmful shrinkage 
or expansion on location 


KLEEN-STIK Solid pe oS PRINTING Pe 


KLEEN-STIK Wai 


_**  « 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives for Advertising ond Labeling 
7300 West Wilson Avenue, Chicago 31, Illinois 


PLANTS IN CHICAGO, NEWARK, LOS ANGELES AND TORONTO 
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AQUARIUS .. January 20 - February 19 


If you want to win more and more friendly customers . 


Born under the sign 
of Aquarius? You 
meet the public well 
win friends quickly 
You're mentally 
flexible like 
people and the 
number of jobs at 
which you can excel 
are many and varied 
Many famous people 
are Aquarians 





. quickly 


.. the Sign to remember is TEXLITE. The number of sales jobs 
at which TEXLITE signs excel have been proved 


varied! TEXLITE designers are mentally flexible as well 
skillful .. they 


specialize in signs that meet the p 


many and 
as 


iblic well. 


And 400 experienced craftsmen in TEXLITE’s modern 160,000 


square foot 
proau¢ n 
ename pias 





rey 


lant are f 


Whether vou need 10 or 10,000 signs 
or any combination of the tw . let 


is TEXLITE quality pays. 


Another Quality Sign by Texlite 


equipped for efficient, 


} 
low-cost 


.. pr rcelain 


Ss prove to 


20-page, beautiful full color sign brochure is yours 


on request, on your company letterhead, 


BUILDERS OF QUALITY SIGNS SINCE 1879 


3307 Manor Way + Dail/as, Texas 


Offices in Principal Cities 


Load merchandise in the stockroom, wheel it 
directly to the high-traffic point-of-sale spots 


no static displays to build, rebuild or re 


iii i sitter in the aisle 
F arto t-case packages and stacker 
oxes. Also equipped for basket-shelf and peg 


board fittings 


Excellent supermarket and self-service accept 
ance . saves time and labor merchandise 
s handled only once, can be easily moved for 
tie-ins, traffic relocation, etc 


Write, wire or phone today 


J-A-K DISPLAYS, INC. 
St. Louis 18, Missouri 


2862 Gravois Ave. 
PRospect 2-6505 
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, GET P.O.P. SALES RESULTS NOW WITH J-A-K MOBILE FLOORSTANDS 


To fe 





ages in the dump display; they were 
changed. 


3. The rough model was too wide 
at the base for the average market 
basket, making it difficult for sales 
personnel to build displays; this was 
changed. 


4. The device used to secure the 
piece proved impractical in the ac- 
tual C&W “store” test and was im- 
proved as a result 


>» Approximately 50 of the stock 
in the C&W “store” was donated by 
agency clients and the balance was 
purchased out of the agency’s 
“store” budget 

In the case of client-donated mer- 
chandise, if labels or packages be- 


come torn or designs 


dirty, or 
change, the items will be turned 
over to C&W’s Home Economist for 
use in the testing kitchen. If the 
product itself has been changed, the 
merchandise will be given to some 
charitable institution 

When there is an overstock, dam- 
aged or out-of-date packages ot 
product changes in merchandise 
purchased by C&W, it will be offered 
for sale to agency employes at cost 

“In this way,” Mr 


we can manage, to some extent, to 


Peterson said 


balance our budget and we can ap 
ply the proceeds of these sales t 


the purchase of new stock 

“We have a plan for stock rot 
tion,” he continued, “and the pre 
ent locations of merc} 





permanent. Certain specialty items 
may now occupy space on « 
dola and this merchandise may be 
moved, for test purposes, to the 
shelf area 

“Or stocks may be 
convenient reaching height to bot- 
There will be many 


different stock arrangements, each 


moved from 
tom shelves 


designed to help us find out what 
happens to package appearance, dis- 
play effectiveness, 
visibility, convenience or lack of 


le 


stocking time 


convenience to the customer 

“We try, within the limits of oun 
budget, to keep abreast of com- 
petitive promotions and, if they are 
package offers of some kind, we put 
new stock on the shelves 

“Similarly, with other offers such 
as premiums, contests, etc., we ask 
client sales organizations to pick up 
samples of point-of-sale pieces and 
set them up in the store, either at 
the shelf, over the wire or in the 
floor display.” 


> Mr. Peterson estimates the cost 
of setting up and 
C&W 
$1,500 for the first year of its opera- 
tion. 44 


operating the 
“store” at San Francisco at 
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ra- 
44 





FRIDAY - SATURDAY - SUNDAY 
ELVIS PARSLEY PANTRY SALE DAYS AT 


—PIGGLY WIGGLY = Rock ’n Roll 


nemsits | TAKE ADVANTAGE of THESE OUTSTANDING ite Bidet | 
fe | SPECIALS 225 Reels 
bs ee ey 

te) & = MILK TALL TALL 6.89" (22% 


WITH TAUSE T 00 ay, 
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“ Promotion 





= WIENERS = = Br 


US Cronce Seem Beat - Pree trnchadies Catting 


HINDQUARTERS 59: 








SX SUPERMARKETS 


The 49th state is right-up-to-the-minute when it comes 
to ingenious sales promotion ideas, as witness this ex- Tender” meat ’ 


ample from Anchorage. 


By Betty Aulenbach 








teenagers impersonated the peared on the cash register tape The ‘ ts es it ode 
rock and roll balladeer. The theme On the second and thir 1 days ot tne ercnal! SI } es Ar 
was expanded the following day Elvis Parsley Pantry Sale, custom- chorage 44 
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Merchandising Service 
Outlined in New Booklet 





PRICE BROTHERS, Inc rN SY" 

4301 W. Madison St Ts 
i! 

Chicago 24, | Information on a variety of sale 

e112. ; aids and merchandising services 
e * i available n a new booklet 

ee Manpower Inc 

9 &Y ; 

ibs 


dependable power aA ; "Pte services, 


aunts, na ng 
e Each of the servic described 
point of cale PRICE BROTHERS, Inc available on both an_ individual 
eee 4301 W. Madison St 1 . : 
Chicago 24, ll service Dasis or as a complete Sale 
peratik 
Accord t i! 
a idditional ( ‘ilal 
hroug 
najor citi 
TIMING MOTORS C 


for more details circle 1021, page 135 





Effective long-life “sell” it New Christmas Catalog 
iain itl te ate tie Shows Holiday Displays 
precision-built SY NCHRON 





Timing Motors. SYNCHRON ; 
the proven name P.O.P Si 
é ‘ t It 
T ) t Hi C) ies I Cc 
i C} 1S 
CO > 4 - . 
¢ Sa s 
- oO) oa : Zn av figu ‘ 
a : F wn and CSA approved it of “4 do : gre 


SYNCHRON 30 SYNCHRON 20 


Super Hi-Torque Timing Motor — | t Hi-Torque Timing Motor 


ay 
“ht Workhorse of the Industry ® 


vA Te on a pind nie circle oot a 135 
{> HANSEN MANUFACTURING COMPANY pose 
s ce 


ESTABLISHED 1907 PRINCETON I1, IND 


Hansen Representatives 
SEE OUR 
CATALOG IN 
eu s 


Want News? 
information ? 


Call on Burrelle’s for ¢ : 
ail ON Gu es forc g 
daily Or weekly newspapers (on For Building Business with: 


national, sectional or local basis 


magazines, trade papers. All read in e BINDERS 
one reading room. Staff of 250. Our ° FOLDERS 
e is PROMPT... f . 
eT . . . eT ES 
Wy rym ot tr) 7 ee ee 
’ ee YOURS FREE 
. Est. 1888 wWrie Tod 
PRESS CLIPPING BUREAU ee nab Ready for Christmas? . . . Anin 
Se eee cee is ELBE FILE & BINDER CO.,1NC. Snel 8 
Q Phone BArc ay 7-8 71 = TELBE) FALL RIVER MASSACHUSETTS eee ; J 
14 E. Jackson Blvd 


WTO 





ninoc 
Pillgs TiO 


0 Uv 


ec 





fhieson A A O.f47) eT. NYC. 411-FOURTH AVE 
7 aoe ONE OF AMERICA'S LARGEST MANUFACTURERS OF LOOSELEAF PRODUCTS 
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Salt 


A 
* Styles | TIMES 


change... change... ->= 


Nothing Does It Like Seven-Up! fy é c ps ie, ie 
cnang 


“me 


ea ‘V7 at stout... 


‘ u— 


Y WAT he 3 Yrth ; MODERN CREATIVE DESIGN 


WE THANK fag po | Den 


| P205000° | AND ENGINEERING 
ina IRIE in KEEP PACE WITH 


; YOUR... Our creative staff goes beyond THESE CHANGES... 


e PU ” 





ed to. mak "Cal stan 
Ch ble C D | os ; a ae 
a = rae a F RESULT: Better eye me fe 
: peal, ! er n life 1 
8 bane as 
T St Poe Cr me ee 





Changeable Copy Decals 
Feature Store Hours 


a ee —ae 
~~ 


Featuring “Seven-Up,” the } - 





—_ S 


sage 135 


is Hig S S 
as iil 
mel size u xX < 

Additio inf Ide ba ses. sales serts 

| fron ie M Cc ] 
. sale s Vs sales s 
W. I St., ¢ 14 44 
tion. Inexpensive ) g S¢ | 5 
id ce lis € Ss 


Details and Swatches 


PROGRESSIVE COMPOSITION COMPANY 
Offered on Logo Drapes 


Sth & Sansom Streets + Philadelphia 7, Pa 








Mell mtfarmatinge ’ y f d IV, 2-27 

Full information on a line « ira ’ WAInut 2-2711 
peries an Fe * 

x OR AER AAS OTTO 

with ] ( bY = 

a tee FP - 

S1g! ay H . 

Adve) ising Co 7 7 ; 

The drapes are textile printed NEW YORK { BALTIMORE i WASHINGTON RICHMOND 
with textile dyes and are flame- MUrray Hill 2-1723  ;  SAratoga 75302 1; EXecutive 3-7444 | Milton 4-2771 
prool V al able na ab] 

According to th npany, the n 


j 
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The best in 1959* 


P.O.P. DISPLAYS 


TERFD) 
Pp Y 





A, 


| 
QSPRS 


= F's 
NEW! 


REBARRREE = - 





Sc ee 


“PEGe TUBE” 


Decorative, perforated tubin 1! ’ 
variety of diameters, lengths and 
colors has displa i plic ations is 
variable as the imagination Made 





cr . wor . 
36” and 72 sections that can be 


1olInea togetne! to make floor-to- 
ceiling display s. Single o 
ections an be supported 
? iS t S 
plays, or hung from cornices 
and wall bracket 1 display n 
dows or salesroo S Now availabk 
as “display kits” « as selectior 
of component parts ti t the dis- 


play prob ( SUPPLIER 
MERCHANT, AGENCY OR DIS- 
PLAY MANUFACTURER 
DESIGNER 


EXTEND PEG-TUBE FROM 


} rn 
r 


| or ~ ahem 


PEG-BOARD SHELF 


DOES NOT DISPLACE OR HIDE 
MDSE. INCREASES MERCHANT'S 
DISPLAY SPACE 


FOR LOW COST DISPLAYS THAT 
COMBINE BOTH SALES & MER 
CHANDISING write direct to 


the sole 
manufacturer today 
FREE CATALOGU! 
PTAR 


A. L. LIND CO. 


5036 THOMAS AVENUE SO. 
MINNEAPOLIS 10, MINNESOTA 
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terial will resist fading, soiling or 
wrinkling 
Brochures booklets 
showing sizes, styles, colors and ap- 
plication 


and idea 


available 
plus sketches, sample swatches and 


suggestions are 


estimates 


. for more details circle 1018, page 135 





Ideal’s Animal Tree . . . New displa 


for Jeal Toy rf jive 


Ideal’s Point-of-Sale 
Boosted by Animal Tree 


erct ndising of st tec il als 
in il tre displa ntro- 
duced by Ideal Te Ce to boost 
ipu S¢ es 
Holdins cud¢ ect ri 
stuffec pears kittens pandas il 
tne ] Ke tne ( ispla Ss lade ( 
\ ‘ é leaf- e | che 
ON \ 


PO 





Yellow Cab’s Winners 


OPED[|PAPA? 


Yellow Cab 


from which to suspend the stuffed 
toys. The display is produced in 
two styles; a floor display standing 
69” high, and a counter display, 36” 
high 

It offers a sale-wise 
allowing the 
out of 


ady antage of 
taken 


showcases 01 


animals to be 
inaccessible 
hard-to-see jumble displays 

The animal tree is being offered 
to Ideal retailers handling the com- 
pany's basic stuffed toy 
created by 
wick and executed by Ed 
of Product 


assortment 

South- 
Brandon 
Presentatior 44 


It was Gilbert 


Faber Birren Analyzes 
Color in Today’s Tags 


A practical colol analysis of the 
} 


modern merchandising tag has been 


released by the Rothchild Printing 
Co 

One of a continuing series con- 
ducted by the company’s tag and 
label division, this tag booklet dis- 
cusses the problen s the public can 
cause in the selectior color, the 
necessity of tollowing tashion when 

OOS! tz ( r suc- 
ess g 

er S 


for more details circle 1019, page 135 


Display Turntables 
Covered in Catalog 


A line of turntables and animatior 
tors 1 ot cS < inn 
é ed ir wn 
Vue-More Cx 
Items show: 
ce ot } + 
es otati é let t 
Sf t 1 ‘ 
Me 
st i fe 
+] ‘ 


for more details circle 


1020, page 135 
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Yellow Cab | 


TUxedo 5-1234 
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Kimberly Clark 


PRINTING PAPERS &% 








Kimberly-Clark fine papers are d 
ng quality merc 


the follow 


ARKANSAS PAPER CO 
Arkansas: Little Rock 


BALDWIN PAPER CO 
New York: New York 


BALTIMORE PAPER CO., INC 
Maryland: Baltimore 


BARTON, DUER & KOCH PAPER CO 
District of Columbia: Washington 


BEACON PAPER CO. 
Missouri: St. Louis 


BEEKMAN PAPER CO. 
New York: New York 


BERKSHIRE PAPERS, INC. 
IIlinois: Chicago 


BERMINGHAM & PROSSER CO 
Michigan: Kalamazoo 


BONESTELL & CO 
California: San Francisco 


BOUER PAPER CO. 
Wisconsin: Milwaukee 


BULKLEY DUNTON & CO 
(Div. of Carter Rice Storrs & Bement 
New Jersey: Newark 
New York New York 
CANFIELD PAPER CO 
New York: New York 


CARPENTER PAPER CO 


California Los Angeles 
San Francisco 
Colorado Denver 
Pueblo 
nois Chicago 
lowa Des Moines 
Sioux City 
Kansas Topeka 
Minnesota Minneapolis 
Missour Kansas City 
Montana Billings 
Great Falis 
Missoula 
Nebraska Lincoln 
Omaha 


New Mexico: Albuquerque 
Oklahoma Oklahoma City 
Texas Amarillo 
Austin 
Dallas 
E! Paso 
Fort Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 
Utar Salt Lake City 
Washington: Seattle 


CARTER RICE STORRS & BEMENT 
Connecticut East Hartford 
New Haven 


Maine Augusta 

Massachusetts: Boston 
Springfield 
Worcester 


Rhode Island: Providence 
CARTER, RICE & CO. OF OREGON 


Oregon: Portland 


CAUTHORNE PAPER CO 
Virginia: Richmond 


CENTRAL OHIO PAPER CO 
ndiana: Indianapolis 


LITHOGRAPHED IN U 


Kimberly-Clark 3 Corporation 


S.A N KIMBERLY-CLARK LITHOFECT OFFSET ENAMEL 


CHATFIELD PAPER CORP 
Kentucky: Louisville 
Ohio Cincinnat 


CHATFIELD & WOODS CO. OF PA 
Pennsylvania: Pittsburgh 
CHICAGO PAPER CO 
Ilinois: Chicago 
CRESCENT PAPER CO 
Indiana: Indianapolis 
D AND W PAPER CO. 
Louisiana: New Orleans 


DILLARD PAPER CO 
North Carolina: Charlotte 


Greensboro 

Raleigh 

Wilmington 
South Carolina: Greenville 
Tennessee Nashville 
Virginia Roanoke 


DUDLEY PAPER CO 
Michigan: Lansing 
Saginaw 
ELM PAPER CO 
Pennsylvania: Scranton 
JOHN FLOYD PAPER CO 
District of Columbia: Washing 
Maryland: Baltimore 


FOREST PAPER CO 
New Jersey: Newark 
New York New York 


FRASER PAPER CO. 
Oregon: Portland 
GENERAL PAPER CORP 
Pennsylvania: Philadelphia 
GENESEE VALLEY PAPER CO 
New York: Rochester 
Syracuse 


HUBBS & HOWE CO 
New York: Buffalo 


HUDSON VALLEY PAPER COMPANY 
New York: Albany 


INDEPENDENT PAPER CO 
Washington: Spokane 

INGRAM PAPER CO 
California: Los Angeles 

JACKSON PAPER CO 
Mississippi: Jackson 


JOHNSTON PAPER CO 
Ohio: Cincinnat 
KNIGHT BROTHERS PAPER CO 
Florida: Jacksonville 
Miarr 
Orlando 
Tallahassee 
Tampa 
LINDE-LATHROP PAPER CO., INC 
New Jersey: Newark 
New York New York 


LOUISIANA PAPER CO., LTO 
Louisiana: Baton Rouge 
Shrever 


MIDLAND PAPER CO 
nois: Chicag 
MILLCRAFT PAPER CO 


Oh Akron 
Cleveland 


Department Number PPI-1, Neenah, Wisconsin q 


Please send me your colorful portfolios which contain specific 
printed samples and full information on Kimberly-Clark's Fontana 


Dull Coated Offset and Kimberly-Opaque. 


NAME 
FIRM NAME 
AD DRESS 


CITY _ STATE 
MY PAPER DISTRIBUTOR IS 





Stributed by 
ants: 


MINNESOTA PAPER & CORDAGE CO 
Minnesota: Minnear s 


NEWELL PAPER CO 
Mississippi: Meridian 


OHIO & MICHIGAN PAPER CO 
Ohio: Toledo 


PALMETTO PAPER CO 


South Carolina: Columbia 
PAPER MERCHANTS, INC 

Pennsylvania: Philadelphia 
PETREQUIN PAPER CO 

Ohio: Cleveland 
QUIMBY-WALSTROM PAPER CO 

Michigan: Grand Rapids 
ROURKE-ENO PAPER CO., INC 

Connecticut Hartt 

New Have 
Massachusetts: Springfield 


ROYAL PAPER CORP 


New York: New York 


SCIOTO PAPER CO 


Ohio: Columbus 
SEAMAN-PATRICK PAPER CO 
Michigan: Detroit 


SENSENBRENNER PAPER CO 
Wis sin: Milwaukee 


SHAUGHNESSY-KNIEP-HAWE PAPER CO 


Missouri: St. L s 


SLOAN PAPER CO 
Alabama Birmingha 
Georgia Atlanta 
Tennessee: Chatta ga 


SOUTHERN PAPER CO 
Tennessee: Chatta 2a 
Knoxville 
TAYLOE PAPER CO 
Dklar a: Tulsa 
essee: Memphis 


TOBEY FINE PAPERS, INC 
Missouri: St. L s 


TROY PAPER CORPORATION 


New York: Tr 


UNIVERSAL PAPER CO 


Wisconsin: A 


D. L. WARD CO 


Pennsylvania P ade 


WESTERN NEWSPAPER UNION 
Kansas Wichita 
Oklahoma: Tulsa 


WHITING-PATTERSON CO 
Delaware Ww yt 
Pennsylvania: Philade a 


WYANT & SONS PAPER CO., INC 
Georgia: Atlanta 
. 7 . 


HONOLULU PAPER CO 


H Hawa 
+ e . 


KRUGER PAPER CO. LTD 
Montreal, Que 


SMITH, DAVIOSON & LECKY, LTD 


Va 


2 
Seny 
“lun, \ 
fod, n 
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Mytinger & Casselberry, 
Los Angeles distributor of 
vitamins and food supple- 
ments, relies almost exclu- 
sively on printing to sell 
nearly $30,000,000 of 
products a year. 


Long Bi Cal 
50 000 


ts Nut 


Ninth in the AR series on external house organs 


How Nutrilite Uses 
Printing to Sell 


Printing, Paper & Platemaking 
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- ADVERTISING & 
SALES PROMOTION DEPARTMENT 


mae + 


AC MTRODUCES A OYHAMK. DRAMATK MEW SERVI TOOU 


th? 





L 


Promotion Bulletin Before printing 


up supply, Nutrilite sends out bulletin, 


like thi n f ta t 


judge demand 


ing line, if it does not help produce 
sales, it will simply not be ordered 
Actually, the print order is not 
placed until the results of the ad- 
vance bulletin are in 


> The 1 
printed piece used by Mytinger & 
Casselberry. Its 


magazine is not the only 


reliance on the 
power of printing is indicated by the 
fact that more than 7,000,000 pieces 
were issued last year! 

These include material designed 
for distribution to customers and 
prospects, like the magazine, ma- 
terial for special and limited dis- 
tribution to prospects, and material 
aimed at the distributors themselves, 
to educate and to give them en- 
thusiasm 

The latter is particularly im- 
portant, since the company does not 
have regional or district sales man- 
agers. Each representative Is on his 
own, in direct touch with the Los 
Angeles home office 


> The keystone of the training part 


ls 


ram 1s tne 


of the prog company’s 
marketing plan, contained in a series 
of six booklets, all contained in a 
loose-leaf folder to permit easy re- 
vision and additions. The manual 
tells the story of the company and 
the people behind the product. It 
details the product story, its history 
and manufacture. It covers selling 
rocedures, building an indepen- 
ent business, using daily 


and so tortn 


The sales materials, to be used 
vith prospects, are more attractive- 
y printed than the marketing plan 
Most wire-bound, 
full-color book, 1114x9’, “The plant 
that produces happiness.” This gives, 
in pictures and text, the product 
story from the plowing of the fields 


elaborate is a 
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to the delivery to the customer. It 
is used primarily as a sales pres- 
entation by the distributor, being 
somewhat too expensive for wide 
distribution. 

There are five less elaborate, but 
attractive, pamphlets that are de- 
signed for leaving with a prospect 
or customer. With such titles as 
“The Science of Nutrition,’ “Our 
Changing Diet,” and others explain- 
ing the role of vitamins and vitamin 
supplements in our daily life, the 
most pertinent one is selected by 
the distributor to clinch a sale 


> One of the most unusual pieces of 
sales literature ever produced is a 
booklet entitled “Know Where 
You're Going,” of which more than 
13,000,000 copies have been issued 
This arises as the result of litigation 
between the company and the Food 
and Drug Administration, which 
felt that some of the claims made 
in Nutrilite’s promotional literature 
were unwarranted. The matter was 
settled by a consent decree, which 
was reprinted in full in this pam- 
phlet. The verbatim text, which 
takes up 16 29-line pages, is in- 
cluded, followed by a 12-page sec- 
tion of interpretation and instruc- 
tions to distributors 

All other promotion is designed 
to make the job of the distributo: 
easier, to get him into the prospec t's 
livingroom where he can go to 
work. Since promotion 1s des 


igned 
for distributors, plans are based on 


the preterence of the sales staff. Last 


+ 


e - a } os 
year, tor example, aiternate pro- 


posals—network radio or n ! 


nagaZzin 
were put before the group. Mag- 


azines were 


es 


chosen, and the cam- 





paign was based on taking space in 
such national publications as Satur- 
day Evening Post, Ladies Home 
Journal, Coronet and others 


To get the most out of these at- 


tractive full-page, four-color ads, 
preprints were sent out to all dis- 
tributors at least weeks in ad- 
vance of publication. These are used 
to build prestige and to get greate! 
readership ot the ad Ss they are 
shown on home visit 

When radio was used, some spe- 


cial approach had to be adopted to 
promote the personal contact. One 


year, advertising spec ialties were 


used, both as door openers and to 
Another year, a 
contest was held The 


contest itself was for story ideas fol | 


plug the progran 


consumer 


the dramatic show, but entry blanks 
could be from Nu- 
trilite ne program 


succeeded in getting 500,000 blanks 


obtained onl 


} l 
distributors 





: ; 
distributed, which meant the 


Sallit 





number of personal contacts 
> More recent 1 direct i 
palgn Nas bee oltered tributors i 
This was t Olve the oblem otf 
tne custome Vn Duy tne } ( ict 
but forgets to eat it. Until hi ip- 
pl Ss gone, he not ket 
The idea originated t listribu- 
t and consists ¢ Kit {f 28 re- 
ninad¢ pos } hume : 

} ac! 

This hea f nee ! printed 

ile S, na peratk 

th dist } { +} Ir it 
first 11 ‘ ( at I a ol 
Nut te thr M&C } e gre . 
tror SSO.O00 t S27 OOF 1) ant 

t! = al- 

nutritior 44 





‘Binder Finder’ Eases 
Do-it-Yourself Binding 


A handy measuring devi 
been designed by Am 


; >} 
ican Photo- 


copy Equipment Co. Evanston, ll] 


to determine the proper size plastk 


, 
binding to use in conjunction with 


the company s 


‘D:.. 1. 4 1] 
Bindak portable 


office punching and binding unit 
The plastic measuring device—a 
type ol ruler called the “bindei 
finder’ features slots from 14 to 
113” for measuring the ring di- 
: 
ameter size for stacks of paper to 


pu he user inserts he S ack 
be bound. Th l I ts t! t 


| ] | 1] 
into the siot size that will accommo- 
} 


date all sheets, including covers 


The plastic selector has direction: 


ll Nn 


j j i7 ] ly ] 
and ring size clearly marked. Its 


unnotched edge has inch markings 
for use as a ruler. The binder finde: 
is available free upon request 


for more details circle 1003, page 135 
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- | How to Save Money 
fe \ 


: | With a “| Photocopier 





lu- An agency executive tells = than paid its way by short-cutti iled to be re-run. The copies iden- 

n how a photocopier is used = {Pnumerable — copying operatior tify the ad for the publication and 
im Ris office to increase the ooo iinciv lower than c comnssahi Se Ta. eee eer Pan eee 
company’s operating effi- iciaalllar tatindie weigca: die. canal i ad i 
ciency. tocopy costs us less than a dim ayout that is to be traced from 


I > a i cr Pp 
( ft ? ‘ ’y ‘ T t ( - 
Tt By Richard F. Sachse than thos« f the original 
ee Py A > C 16 
r = 
t | 
‘ The pnot I 
iffice is like ay ) i 
ted en tale » 
t1o! nat we » not 
it for this ¢ lent 
ol A relat e nev 
I of offi e ¢ ¢ 
le pal 2 1 
e | ) é f inl MaKes 





Machine at Work kK t P 
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‘ie MAID was in the garden hanging up her 
clothes when along came a blackbird and nipped 
at her nose. **This wouldn’t have happened,’’ she 
lamented, ‘‘if I had listened to what the little 
bird told me about home driers and other labor 


saving devices. 


DF KELLER CO Printers with imagination 







3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 


We have clients in Ame rica s fore most 


. ‘ “7 : 
industries and would lilee more 


if it's worth looking at... it deserves a 
CECE VINYL 
RING BINDER 








Now!—Investigate handsome, durable Cesco vinvl loose 
leaf binders for catalogs cles ma l et Inexpen 
iv available in varied Jlors, styles and grades 
Fiexible overs hold 11 x 8 sheets in 1"’ and 


Vinyl prong binders for larger capacities 


WRITE FOR ILLUSTRATED PRICE LIST 
THE C. E. SHEPPARD CO. 


Long Island City 1, N. Y.—4 


O.der factory-dire.t for lib 
eral quantity discounts of 
25% to 40% on orders of 


6 to 100 Cesco binder | to 44-45 21st St 
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cy enters into a new contract, a 
photoeopy is made. Since it is an 
exact copy, it may be presented in 
the event of legal disputes, while 
the original remains safely in our 
permanent files 

Another use of the machine is in 
copying correspondence, from hand- 
written notes to important letters 
An example would be a letter from 
a client specifying the requirements 
of a new ad or suggesting changes 
in current ones. As a shortcut, such 
a letter could merely be initialed 
and returned to the client keep- 
ing the photocopy for our reference 

Often such vital information is re- 
layed over the telephone by a client 
The notes made at the time by the 
account executive can be _ photo- 
copied for a permanent record, in- 
stead of dictating a new memo 

Agencies keep complete files of 
press clippings, publicity articles, 
and competitive ads for their clients’ 
information. The original documents 
are kept in our office for reference, 
and photocopies are sent regularly 
o the client concerned. The ma- 
thus helps our clients keep 


aDreast of current devel 





pments as 
= : 1. 
well aS Ourseives 


> The sum total of these 


tions leads me to the conclusion that 
a photocopie is one of the greatest 
single aids to efficiency an office 
can possess a4 


New Electro-Stereo 
Handbook Published 


A newly revised edition of the 
“Electrotype and Stereotype Hand- 
book” is being distributed by the 
Intl Assn of Electrotype rs and 
Stereotypers Inc., Cleveland. The 
32-page manual tells how duplicate 
plates are made and how they are 
used by the letterpress printing in- 
dustry 

The booklet, more profusely il- 
lustrated then its predecessor, is di- 
vided into three parts. Part 1 tells 
how duplicate plates are effectively 
used by letterpress printers. Part 2 
explains how electrotypes are made 
and Part 3 explains the manufacture 
of stereotypes and plastic and rub- 
ber plates 

Copies of the handbook are 
free upon request while larger 
orders are furnished at 15 cents 
each. Quantity orders can also be 
imprinted with the ordering firm's 
name at the imprinting cost 

More than 25,000 copies of the 
original edition were distributed 
within 90 days of publication last 


fall 


. . for more details circle 1029, page 135 
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CLEVELAND 
DIESEL 


Mak 


For proof of Safetex Printed Tape quality and 
popularity, write for free sample folder 


PRINTED 


CENTRAL PAPER COMPANY 


Menasha, Wisconsin 


TAPE 
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Merchandise Displays . . . Whett! 





Switch to Silk Screen . . . The f Using 
= 
Silkk Screen 
ie 
Effectively 


For Outside Work... ng weatherproof } " ‘ binss eae n 





Color on Cloth . . 


Decorative Possibilities 
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nm mcooked 
electrically 
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we TENSION 
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At Point-of-Purchase F hotography reproduce r Salesmen Presentations .. . The 
oint-of- 3 


ASE TO SEL THE SEW PAREER 6) WERE : i, VA 4 ()/ 


Giant Blow-ups 
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A Guide to Economy 
in Paper Buying 


The final part of this three-part series on paper and its 


qualities discusses the role of opacity in getting the best 


buy in paper, and includes a useful checklist of the quali- 


ties in paper you must consider when selecting stock. 


By Charles V. Morris 


ant to ¢ 
r th Pr 


Ww TY 
Opacit Ortant quailty 
asso¢ ted { pDotn appearance and 
tne l! t I « acte t » ol Va-~ 
Of all pape ( ‘ ept those 
too tt f 1 ( t rye tact 
} 1 ’ 
oO! Dond paper doce not nelude 
opacity as an Important cnaracterls- 
' 1 1 
ti Nor ally bond papel are re- 
1 1 1 
ervead ( lette 1eads anda fol 
| + ] 
and are printed on one side or 
tr r ryt ] ’ 
( e exceptional job where 
pond t be printed on two sides 
} 
extraordinary opacit equirea 
I ) et sucn <¢ cu Stance almost 
all make oO ag bona now market 
} ] 


opacined grades in each Dracket ol 


rag content 


: ; ' : 
Not all jobs are concerned with 


but whether tney need 





high opacity, 
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t or not, buyers are today getting 

e opacit to the one than 
eve befo i lr enera I 1 iS 
towards ncreasea tne de- 





» Opa ity, or the ability ot the pape! 


to prevent lignt tron passing 
through, 1s partly a Tunction of the 
weight of the paper. One large colo) 


] 


litnograpner has set up standar< 


: ; 
Bausch & Lomb opacity readings Io! 





each weight of paper he uses. A 
stock that, on a 25x38 size, comes on 
a 504 basis weight, is required to 
have an opacity reading ol 91. A 60 
pound pape! must reach 93: 70 


pound, 95: 80 pound, 96; 100 pound, 
98; and 120 pound, 99. These read- 
ings are severe for standard wove 
offset papers. They are more nearly 
in line with the opacity levels of 
typical opaque vellum papers that 
dioxide as an 


contain titanium 


opaquing agent 
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> Opacity deficien 
alled strike through 


} 
result of too ade e} 


} 
and its oil vehicles 


} 
Paps rmakers 


is revealed by tests for like 


sidedness of pape 


papermaker 
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LISTEN...AND COLOR SPEAKS 











NO ONE CAN Match THE Brilliance oF 


ULLMAN GRAVURE 
FULL COLOR PLASTIC 
TRANSPARENCIES! 



























@ More and more advertisers are using shadow boxes with light 
behind a color transparency. These receive instant dealer 
acceptance for good store positions and they DO tell your 
story dramatically. The best shadow box is only as good as the 
transparency it illuminates. Try UUman Gravure for 
traffic stopping transparencies. 

@ We reproduce any kind of picture copy on clear plastic, 
print on both sides of the plastic in perfect register so there 
is a dynamic color build-up in front of light—there is 
no printing screen in our process to break up the 
continuous tone picture. If the light fails, the picture is 
colorfully brilliant. A light-refracting surface is built 
right into Ullman Gravure transparencies. This gives the 
lighted picture a great Juminosity not apparent in 
other processes. Guaranteed will not fade. 

Will not wrinkle or warp. 

@ Any size up to 37” x 49”. Economical from 

200 pieces to any quantity. 





= SO pure 


WD *t Odds no taste 


Winner of 3.N. Y. Employing Printers Ass'n Awards 





LET US SHOW YOU HOW TO 

Light Up Your Promotion Program 
Write for descriptive literature and 
samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 


A division of The Ullman Company, Inc. ° Established 1 





FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES—SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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are 


providing 
which not only look alike on both 
sides, but by virtue of a higher re- 


however, papers 


valuable 


are 


tention of paper-making 
ingredients, equally high in 
“soodness.” The result is less strike 
through. 

Makers of papers 
adding effective fillers like calcium 
carbonate and titanium dioxide. The 
hiding-power of these materials are 


uncoated are 


successful in reducing both show 
through and strike through 
> Recent years have seen a trend 


towards applying a starch film to 
English book papers and to 
standard offset One 
mill calls its process “pigmentizing.” 


An 


ssed 


finish 
wove papers 


examination of these proc- 


indicates a high 
of filler to fiber, 
inance of 1s make-up 
The paper that 
was analyzed revealed a high. The 

. 1 


papers ratlo 


without a predom- 
titanium in 


“ash” of one such 


film covering both sides of one such 


paper served as top notch printing 


surfaces, while contributing almost 


unbelievable 


The 


opacity 


makers ol 


these kinds of un- 


, éf 
coated papers claim a number of 


' 
qualities for their product 


® improve 


intability 
























@ more legible typographic  ele- 
ments 
® more brilliant colo: 


@ blacker blacks. 


>» Coated 
opaque than equivalent weights of 
uncoated but 
and 


papers are usually more 


papers, papermakers 
able to 


the benefit of calcium carbonate 


converters are derive 


and 


titanium dioxide in their coatins 


formulas. Show through is effective- 


ly resisted 


base stocks 


Examination of the 


used in the manufacture of 


coated papers discloses fillers of the 


' : ow 
Same two chemicals The opacity 


of these papers represents unusual 
| that 


users, printe 


ly high quality | 

and lithographers can’t help but ap 
preciate provided the y recognize 
that these stocks possess the qual- 


ity! 
Make rs of 


. ] 1} ; 
caicium 





claim it is absorptive by nature 
that it combines effectively with 

her nern y t ] Y 
otnel pape I il¢ als 
increases the property or Ink re 
ceptivity in the finishe d paper. Ink- 
setting time is consequently 
duced. anda tne progress I! r 
n the wa on strike throug! 


EQUIPPED 
TO PERFORM 


The Klimsch camera... Va 


cook four color proofing units 
Powderless etching Our modern 
photoengraving plants have all of 
them and every other facility for 
competent performance. 

What’s more, we have mer } 


the skills to get the best 


equipment offers, guaranteeing our 
customers printing plates of highe 
quality. 
If it’s for letterpress, we make it 
? ' 


right, on time, priced sens 


Phone ANdover 33-7400 


TWO PLANTS AT ONE 
LOCATION UNDER 
ONE MANAGEMENT 


CHICAGO ENGRAVERS and 


LI Rea cme 
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210 SOUTH DESPLAINES STREET 


CHICAGO 6, ILLINOIS 


pers became ill-brand 


been apply- 


staples in 


lines, paper users hav: 


ing a standard formula that says 
that there is a 10 benefit in the 
weight of an opacified paper ove 


one not opacified. This me 
25x38 60-pound o 


ans that a 
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Don't worry, that vellum finish 24 Ib 
opaque will make it 








24 Ib 








Essential Paper Qualities 


Surface Appearance 





Smoothness 

Gloss 

Cleanliness 
Brightness 
Likesidedness 
Uniform Thickness 
Erasability 


Permanence 


High Density 
Surface Strength 


Linting, Resistance to 


Fuzzing, Resistance to 


Wet-Rubbing, Resistance to 


+ 

* 

@ Picking, Resistance to 

a 

@ Delaminating, Resistance t 
e 


Bubbling. Resistance to 


Inherent Strength 


@ Bursting 

® Folding 

@ Tearing 

@ Tensile 

@ Stiffness 

@ Snap 

@ Creasibility 

@ Moisture Resistance 
@ Dimensional Stability 
@ Rapid Ink Receptivity 
@ Uniform Formation 

@® High Opacity-Weight Rat 
@ Translucency 
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Keep your customers 


beautifully covered 


with Hammermill Cover 


} ( ‘ 
\ 
H ( 
\ I ( 
S \ 
H ( 
S “Ne 
\ ' 


COVER 


FOR CATALOGS - BOOKLETS - MENUS + PRICE LISTS - FOLDERS - BROADSIDES » MANUALS 
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ars 
streame 
Window 


Banners 
over-wire Hangers 
Counter cards 
Shelf Taikers 
Counter Displays 
istand Displays ; 
ature Tags 


Displays 










product Fe 
Window 


Backgrounds 
entification Signs 


self-adhesive: 
metal, etc.) 


Dealer \d 

(deca! 

plast Cc, 
Posters 

Displays 





as ade tr € s st jes t 
years. Precision printing ts"' fea 
tur automat ress teed, i ta 
type presses, jet drying and high-speed 

, at take-off are perat 
er the try. Reproduct f 

al ft art s aco np 

e as f as the printing of jobs 
,intothet reds of thousa 
antity 

C sult your screen process printer 


on all types of promo 
tional material. He can 
often suggest pract 

cal, economical! meth- 
ods of increasing 
visual impact and ways 
of mak ng your prod- 





icts sell faster 


Manufacturers of Quality Inks 


for the Screen Process industry 


THE NAZ-DAR COMPANY 


461 Milwaukee Ave. + Chicago 10, Ill. 
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equally important in every job, of 
course, but a familiarity with all of 
them will result in more efficient 
paper buying. There is never any 
use in paying for qualities you don’t 
really need qq 


New Hectograph Master 
Banishes Purple Stains 


A new master unit for hectograph 
duplicating makes it possible to 
produce hectograph duplicates 
without the accompanying mess of 
the familiar purple hectograph 
stains on everything with which the 
master comes into contact. 

Columbia Ribbon & Carbon Man- 
ufacturing Co., Glen Cove, N. Y.., 
has introduced its new “Classic 
Ready-Master” hectograph_ unit 
with what the company terms as 
“built-in” cleanliness. The built-in 
cleanliness is accomplished by leav- 
ing a white border around the outer 
edges of the coated master and then 
coating the entire sheet with clear 
gloss protective coating. The con 
pany will furnish samples of the 
new master unit upon request. The 
unit is available in two sizes, 
815x111” and 81x14”. It comes in 
both purple and _ black. 


for more details circle 1030, page 135 


Portable Paper Cutter 
Does Professional Job 


A portable paper cutter, 
7 7 
signed to work like a large p 


cision cutting machine, has been 


added to the | 


Sales Cor p 


ine of Michael Lith 


York. Called th 





Triumph, the model is intended 

primarily for use in offices where 

1 ; 

duplicating bookkeeping and 
} + f ] ] 

e pniec arts ions aemanda pre- 





cision paper cutting at low cost 


The Triumph is said to permit 
professional cutting down to as 
small as 1%”. It comes in two sizes, 
the basic 14” and 18”. Descriptive 
literature can be obtained fron 


M ( hael Lith Sales Cor p 


for more details circle 1031, page 135 
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we 
Works Like A Big One Ne 
» cuttina of la cutting .n 


Booklet Cites Benefits 
Of New Etch Process 


Artists, engravers and production 
men, looking for ways to produce 
low-cost, high quality engravings 
faster, may find helpful information 
in a 12-page booklet offered by Dow 
Chemical Co., Midland, Mich. 

Entitled “Magnesium and the Dow 
Etch Process,” the booklet enumer- 
ates the advantages of this type of 
engraving process and tells why 
magnesium should be the metal 
selected. The brochure is liberally 
illustrated with halftones and dia- 
grams. Many of the halftones are 
100-line screen engravings produced 
on magnesium plate by the Dow 
etch process 


. for more details circle 1032, page 135 


Brochure Describes 
Printer’s Services 


A giant 16-page brochure uses 
many illustrations and a minimum 
of text to describe the varied serv- 
ices of Haywood Publishing Co., 
Lafayette, Ind 

The 11x14” brochure’ contains 


sections on composing, engraving, 





paper storage, pressrooms and off- 
set. Haywood’s direct mail facilities 
and circulation management services 
are described 


for more details circle 1033, page 135 


Functional Brochure Has 
Gate-Fold On Every Page 


Latest issue of “Dimensions,” 
quarterly external of Lee Paper 
Co., Vicksburg, Mich., has eight in- 
side pages which somehow seem 
ike a lot more. The reason for 
the illusion is that each inside page 
has a single gate 


to twice the s 


fold which opens 


tr 
ize of the folded page 
The size of the cover (and folded 
inside pages) is 815x10” 

Lee chose the unusual format to 


better present the subject of the 


ssue: a glimpse into the history 
of map making. The lavishly illus- 


rochure contains reproduc- 
tions of several rare old maps of 
the 16th and 17th centuries. Utiliz- 
ing the gate fol 


1 format made it 
possible to reprodi 


ice four of these 
maps at twice the size otherwise 
possible Several second colors and 
diagrams, as well as map reproduc- 
tions, supplement the text 

The cover stock of 65 lb. Teton 
Tiara (a heavy white rough-tex- 
tured paper), and the text paper, 80 
lb. Vicksburg Vellum ivory, were 
chosen because of their color con- 
trast and suitability for the printed 
subject matter 44 
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How to hit 
a new high with 


your customers! 
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your 
copy for letterpress or gravure 
through one simplified service 
operation from: 


MATCHED 
REPRODUCTION 


of 


national advertising 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, CHICAGO 6, 


ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 





“BRIGHT.. -BRIGHTER...BRIGHTEST ! 


BOLD 


Fluorescent 
Screen Process 


Colors... 
the choice for 
2 of the 
biggest 
fluorescent 
color jobs ever 
run in the United 
States and Canada! 


gest oil companies 






Two of the world’s larg 


spending hundreds of thousands of dollars 
on P.O.P. material conducted = rough 


comparison studies and then selecte 
over all competitive produ 
giant runs! 


WRITE TODAY FOR FREE INFORMATION KIT 


© “Color Card” Brochure: swatches and technical data 
@ Design Article: expert advice on art and copy techniques 
© Newsletter: cost and use trends in the fluorescent field 





et fr tho 9 
cts Tor tnese 


CONSULT YOUR SILK SCREEN PRINTER 
Specify BOLD “For a// your bright ideas” 


LAWTER CHEMICALS, INC. 
3550 Touhy Ave., Chicago 45, ili 
South Kearny, N.J. © San Leandro, Calif 
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Full color by Crocker 
now yours for 
2-color prices! 


to sell your products’ 


Investigate Now! Write 
for this free booklet Dept. AR 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St 
Baltimore, 1600 S. Clinton 











At this agency 





It's JUNE 


of Klau- 
Milwaukee 
had bette 


If you visit the offices 


Van 


advertising 


Pietersom-Dunlap, 


agency, you 


— control of your temporal fa- 
ulties. For you will see a number 
of sms posted In various sections of 


oa eileen telling you what month 


s is The only trouble IS 
will read “It’s April” while anothe 


vill say “It’s May.” In smaller 


under the first is added “for 


that one 


type 


account 


executives,” while the second is “for 
clients.’ 

These SIgNns are all part of! a cam- 
paign to plan advertising well ahead 
of publication time. In January, is 
the the t igel! r d client 
is well should be t k of June 
This a ce pl ea t t 
le ist Sé en bens t 


r ise of i eting 1ies pror tion 
ind ertisi 
t r t é ents 
il r indis- 
BI 
nter?r ; exte ail 





4 t t t t 1 t on t dai t ot A t- 

é tists, photog ers, graphic 
] + 

arts spe lists 


6. More desirable position in pub- 


> Exactly v the ager eans 
s furnished by a specific exampk 
A series of mont} lendars, witl 
ertair lent, SS] tted OlOWS 
throug! } ( 9 il the prep 
iration of an ad ir igazine tha 
closes 30 days or t iblication 


ins backwards 


Closing date (complets 





plates in hands of publication 
this period publication sub- 
vofs to ager fo heckir 
1 ] ] 
particularly key numbers 
April ~ Ship plates Allow one 
week to avoid air freight and special 
5 ; 
aqelivet cnarges 
April 19 Make electrotypes. Al- 
low two days after proofs okayed 
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ation ) 
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epicolor ° 





SILK 
OCREEN 


PROCESS 


 YouRl fave 


vivid, powerful color 


Only F.M.A. EPICOLOR gives yo 


bold, solid colors, brilliant metal- 
lics, Bashy fluorescent Or 


EPICOLOR gives the depth, subtlety 


en a 
EPICOLOR is adaptable t 
riety of printing surface 


youl 


award-winning creativity 


F.M.A reate he pot disp 
that r talk J 
" b Pp 
Awards, Fir A 8 
S 


a Er 


spelen, 


long runs or fast runs 


" 


FOR DISPLAYS THAT CELL WRITE, WIRE OR PHONE "FRANK MAYER" TODAY 





auto 


Advertising Requirements, 200 


Frank Mayer & Associates, Inc. 
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Advertising | 

Requirements | 

sales power in the $3 billion | 
advertising-production-merchandising 

market, call your AR representative today. | 
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1. Bodden & Dechy used 


telephone t 





a look at 


2. The Industrial Fair ot Base! adopted E TROPEA 


direct mail 





3. Eduscho Coffee { 
a chick a universa 


ymbol for an Easter 


mailing piece 
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5. Bottin Addresses 


By Roy Rylander 
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Ane you paying 


Ist CLASS POSTAGE for 


3rd CLASS oY 





@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog, 

@ Only Du-Plex gives Ist class 

dignity to your letter mailed with 

your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


we ys 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


MISQUOTED 


a We inadvertently misquoted a testi- 
monial by A. K. of N. Y. C. Instead of 
saying, ‘Your ‘Secret Message’ post- 
cards printed with invisible ink are 
good,’’ his actual words were: ‘‘Beat 
every — — direct mail piece | ever 
used!”’ 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 


Auto-Typed Letters zal 




















Kirban Associates. offers 
Auto-Typed letters as low 
as 8 cents per letter ‘in qty 
or on contract rates). 1000 
letters only 10 cents per 
letter. Price includes 2 per 
sonalizations. Quality work 
on IBM equipment. Letter 
writing, counselling FREE pa 
write 


KIRBAN Associates, inc. 
5673 Ogontz St.. Phila. 41. Pa. + HAncock 4-1352 5 


S 





ART BY SPECIAL DELIVERY 


VIEW-POINT 143 Madison Ave., N. Y. 16,N. Y. 
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7. Esselte Reklam AB, o printer in Stockholm, issues especially 
attractive year-end greetings. The one above, in two colors, i 
built on the signs of the zodiac and seasonal activities 

8. Esselte Reklam also issued this greeting brochure, telling of 
the Klara Kyrka, an historic old church a short distance from 
the plant. The cover is in full-color 

9. British and International Addressing Ltd. issued this guide 
to direct mail in the British Isles as a useful reference for its 


customers and prospects 


KLARA 


och jag 











job, done with just the right feeling 


and is bound to spread the far 


como" RED BALL Gioia 
matched in on the typewriter, Un DIRECT MAIL 
ee ee ee ee services of WyZiyivia 





ne ot 
















ve Peer 
814x115,”. How- rer) 
abl St Now available in 
Simila the New York area 
oe —as well as Chicago 
s Photo-Offset Printing 
a » Offset Plate Making 
ba « Planographing 
- Addressing : 
zs Typewritten and Mechanical i 
3 » All Letter Services f 
ei aie Bee ae ae » Processed Letters é 
them : « Complete Bulk Mailing Services 5 
: ‘ » Premium Redemption Service i 
1 fs 
te hooklet (si ... @ complete, experienced * 
Jensen of Cope P service backed by the know-how a 
; gained in 38 years in all phases of Eo 
a offset printing, mailing and direct i 
ee ee on : mail operations in Chicago. ; 
For the best in service, speed and Q 
economy, do as outstanding firms 
throughout the Chicago area do— L 
‘ call DOOLITTLE, and get MORE 
for LESS. e 
tuto : DOOLITTLE & CO., INC. 
: 320 N. DEARBORN ST., eh) 8) 
CHICAGO 10, ILL. NEW YORK 11, N.Y. 
SUperior 7-1722 CHelsea 2-6092 
terest to direct mail folks on a | ! 27 CALENDAR AVE., LaGRANGE, ILL. 
lay ™ te the hands« ( Fleetwood 2-2433 
tional Ad 
The bi 
1 Is] 
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Full Color Crocker 
Mirro-Krome 
Advertising and sales 
promotion cards cost less 
than l¢ a piece. The dramatic 
sales punch of your product 
or service in full color 
illustration on sparkling 
Mirro-Krome cards builds 
vour sales. Use M-K cards 
for direct mail, samples, 
point-of-sales 





merchandising. Dept. AR-1 
H. S. CROCKER CO., INC. 
San Francisco, 720 Mission Chicago 350 N. Clark 


Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Seattle 322 Colman Bldg. Portland, 1325 S.W. 13th 


BRODIE’S “FAMILIAR QUOTATIONS” 


J lave eve ry thing thal s old: 
old fete yids, ¢ “A borne a 
old APEC BADE bd, old locks, 


old (CODED. VER MITH 1728 





~ 
Ltn SERVICE 


TH WABASH AVENUE WA 2-9508 
/ 


eful Service 


Sat? 4 Re p 
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yes, essential—to include the coun- 
ty when addressing mail in the 
British Isles. There are eight towns 
named “Newport” so just that would 
hardly be sufficient for prompt de- 
livery. B.LA. is a large organiza- 
tion set up for mass mailings as well 
as smaller tailor-made jobs. Ac- 
cording to their house organ Post 
Scripts, the smallest mailing in 1956 
was 12 units and the largest, 17 
million! Here are a couple of quotes 
from Post Scripts 


e If a person has a degree after his 
name, use it when addressing him 
He must think a lot of it to go to 
all that trouble getting it in the first 


? 
piace 


© You need not wait to be intro- 
duced to a person before writing to 
him. WRITING is the only polite 
bay to approach a stranger in the 


absence of an introduction 


> Our European contemporaries are 
gressive, friendly and coopera- 
ve. It was a pleasure to visit and 
swap experiences with them. It’s 


amazing how much we have in com- 
non—similar goals—similar prob- 
lems—and most of them speak Eng- 
lish 44 


Industrial Users Offered 
Practical Mailing Tips 


Practical suggestions for mo} 
ive direct mail in the indus- 
rial field are the keynote of a new 
folder from the McGraw-Hill Direct 
M il Division 

Using a “Do and Don't” format 
the compact fol 
to guide the industrial user in his 
lirect mail efforts 

The practical tips include pointers 
on the copy, the proper type of 
mails r the value of consistency, etc 

Copies are available 

for more details circle 1004, page 135 


Folder Takes Wrinkles 
Out of Tabulating 


New equipment that can put new 
life into those crumpled punch cards 
is described in a folder from Cum- 
mins-Chicago Corp 

Illustrated to show the restorative 
abilities of the “Cummins Cardi- 
tioner” models, the folder also lists 
the benefits to be obtained from the 
use of the equipment 

The three equipment models cur- 
rently available are described in de- 
tail on the back page of the folder. 

. for more details circle 1005, page 135 


How to Save Money 
on Postage 


With the new postal rates, it has be- 
come more expensive to fail to take 
advantage of all the law’s provisions. 
Here, from the “Pitney-Bowes Bulle- 
tin.”” are some practical suggestions. 
@ Combine letters for one address in 
a larger envelope. This con often cut 
your postage in half. 

@ Send form mail. even with letters 
individually addressed and signed, at 
3d Class, instead of using the more 
expensive lst Class. 

@ Watch your small packages, and 
weigh the advantages of parcel post, 
and 3d Class mail. 

@ Be sure your scale is accurate. A 
mistake is more expensive with the 
new rates, and postage due also costs 
more and will result in greater resent- 
ment. 





Playboy Takes to Voodoo 
For Mesmerized Renewals 


Always apt to tend toward the 
offbeat approach, Playboy has now 
thrown all discretion to the winds 
in a subscription-renewal drive that 
injects voodoo into its direct mail 
efforts 

A promotion that dismisses logic 
in favor of a mysterious device 
called the “Zeldavac +12,” it is not 
only successful but almost guar- 
anteed to throw modern, scientific 
re search back a hundred years 


The Zeldavac +12, an accom- 
panying letter explains, is a guar- 
anteed — subscription-renewer1 In 
fact, so potent is this magic card 
that unless one fills it out and mails 
it in immediately, chances are good 
that you will keep wanting and 
so reordering—Playboy, thus cre- 
ating a shortage for the other mes- 
merized souls 

The magic factor that other pub- 
lications have unsuccessfully sought 
in the miserable business of sub- 
scription-renewals_ is, of course 


\ oodoo! 


> Credit for it having become avail- 
able to the Playboy circulation de- 
partment is given to “Zelda,” a one- 
time failure as a secretary 

“It wasn’t that Zelda took too 
long on coffee breaks o1 spelled 
badly,” says Playboy, “but it was 
unnerving to work with a secretary 
who practiced voodoo rites at her 
desk. We tried to sack her several 
times, but she always mesmerized 
us into giving her a pay increase.” 

Now she’s no longer a secretary 
and even has her own office in 
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“Hold up that end, George, 
so that these ad-men can 
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Lists are very important! 


The best selling copy in the world to poo! lists will not do 


nearly as well as mediocre copy to the best lists 


And those who are acquainted with mailing lists know that 


vear alte 


year acceptance of lists does not come by 
like MeGraw-Hills. 


ranking places by merit alone 


pure 
( han t 


Accepted lists. hold their top- 


Our files are 


filled with thousands of factual case histories 


and hundreds of voluntary testimonial letters ample proof 
of the fact that MeGraw-Hill lists are the lists that produce 
the desired results! 

Let us tell vou more about the lists that have 


been =O SUCCEeSSs- 
ful for so many others Simply fill in the coupon and return 


it to us W will = nd vou comple te cle tails 


which 
hopes of coming 


proved Zeldavac which will 








she practices hei 


up with an 





antee lifetime renewals 

As to how the new magi mall 
works, Playboy Says He W Zeld 
vac #12 works, we don’t know 
just know it works. One ) in 
own office carried one for four da\ 
and renewed his subscription 
times.” 

Accordingly amol the adetalle 
instructions printed on the card, 
reade1 finds note oOo! < ition 
vou nave rene wed you ibserip 
tion alread yet 1 z 
+12 last, o1 ( 1] ( i i 
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Released by B. Klein 
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When Libby celebrated its 90th anniversary with a gay 
90’s promotion, it found that costumes built supermarket 


cooperation to a new high. 





Bathing Suits and Cars 


fitable weeke1 bl. nd ‘ ed f | issue of Fel 


Premiums, Prizes & Specialties * 89 


ADD PERSONALIZED PUNCH 
OOM CT BY Ese tel tile) 


Advertise with 


AdveTlES 


Fires-up sales and dealer programs, 
ee UU Ue ae ee ee a 
Dealers ... Valued as business gifts! 





e the per w 
7 ev y e 
your need dignified 
flamboyant HAND MADE 
eckweor f distinctive quality w 
2 Ww } ne 
; T y n 






write TODAY for de 
tails. Furnish ad samples 
and estimated quantity 


AMERICAN 


NECKWEAR MFG. CO. 


Dept. RA 28 
5127 Christiana Ave., 
Chicago 25, Ill 


EXCITING 


SELF-LIQUIDATORS! 
BY AMERICA’S FOREMOST MAP PUBLISHER 
Timely—Interesting — Useful 


HAMMOND 
i |PREMIUM MAPS 


Hammond 
World Map 
33” x 50” 










Hammond 
U.S. Map 
33” x 50’ 


Hammond Space Map 
lst authentic Space Map 
29” x 42 
Proven Performers—Universally Appealing 
Perfect for Adults or Children 
Educational & Decorative for 


Play Rooms, Dens, Clubs, Schools 


25¢ Absorbs Full Cost For Any One Of 3 Maps! 


c.S. HAMMOND & CoO. 


MAPLEWOOD. NEW JERSEY 
SALES PROMOTION DIV 
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scheduled for release Jan- 
uary 21. Mats for co-op use were 
prepared, and materials for 
mail purposes 


ruary 4, 


direct 


> These were standard, and up to 


the usual high quality levels of 
previous Libby promotions. But this 
year a new factor was added. This 
offered the 


store so that store personnel could 


year, materials were 
become part of the over-all picture 
Made available to the stores were 
items of costume that fit with the 
theme. There were three of these 
at first 
® ared striped vest 
® a black cellophane derby 
@ a black’ cardboard 
mustache 
Later, for the women, a 
phane Gibson Girl 


handlebar 


cello- 
bonnet, in as- 
sorted colors, was added 

While materials could be 
ordered Libby through the 


: 
salesmen, there was one important 


the S€ 


from 


ome nm } ] 
difference The others were supplier 


free-of-charge 


I larg these had to be pal 
for by the supermarket. The vests 


were 50c each, the derbies, 1514c, 


the mustaches, lc, and the bonnets 
a ‘ : 
27c. In addition, the store had to 
include a check in full payment 
lor gy wit ts ¢ rde 
> This was unprecedented in the 


supermarket promotion field. Gro- 


iC 
cers are used to having the pro- 
icers foot the entire cost of pro- 


motions, and 


Libby was not sure 


: : 7 

ist how well this would go ove 
; ; 

In order to get a firm and reason- 


able price the 


ourse, to 


company had ol 


guarantee a minimum 


Without any real idea of 
how much of a sale would be ob- 
tained, the guarantee was set at 
5.000. Actually, 40,000 vests were 
sold, 75,000 derbies and 125.000 
mustaches. The bonnets, which were 
a late entry, only 
of 15.000 
Originally, it had been planned 
to have these costume items shipped 
out bv the supplier, Gordon-Doug- 
las Co However, 
were so insistent on getting rapid 
delivery that it proved more effi- 
cient to maintain stocks in Libby’s 


own warehouse, and ship directly 


quantity 


sold to the extent 


Chicago retailers 


>One of the most surprising facets 


of this promotion was that the in- 
troduction of the 


; 


costumes seemed 
spark the imagination of the su- 
permarket operators. In most pre- 
vious promotions, the stores, in gen- 
eral, went along with the promo- 
tion. The store decoration, the build- 
ng of the displays, 
handled by the 
brand offe1 


and so on, were 
salesman for the 
ing the promotion. The 


store offered the space and 


up the sales, but 


rung 
there was little 
active participation in the promo- 
tion 

it was differ- 
ent Everybody seemed to get into 
the spirit of the thing. Ideas kept 
being reported from all over the 
country. In store after 


This time, however, 


store, man- 
agers came up with variations on 
the original theme, new twists, ad- 
ditions 


St. Louis . . A Libby salesman de 
veloped a traveling museum ol 
about 30 antiques, which was in- 
stalled in a different supermarket 
each week 


Salt Lake City .. Mt 


. 
ping Center got complete costume 
lor its entire stall, an antique aut 

bil 7 ¢ f 4 ] 
mobDule in tron ot the store and 


pave conce 


j 


Inside 


rts on al 1 plano orgar 


Rockville, Conn. . . A pai f 


sandwich men sharing a_tanden 
bike called attention to the Gay 90's 
pale at Hartman’s M Ket 


South Norfolk, Va. . . Overto 





Markets, which operates eight stor¢ 
persuaded all its male emploves t 
grow beards during the four wes 
preceding the promot ( 
the tag | ‘See t Vit tne 
beard at Overton o! t 

spots Custome Ss voted t« the best 


Springfield, Mass. . . Everyb 
got dressed up at Dave Foodtowr 
and customers selecte 


winning costume 


San Francisco. . Everythi: vent 
at United Markets. The Libby cos 


tumes were supplemented by others 
rescued fron atti and antique 
shops. There was even a can-can 
line and specialty acts. A total of 
1128 cases were sold during the 
promotion 
> It is alv hard te ‘ e the 
iccess ol! pre tion < t s type 
b it there are mal I I naica 
tions that this topped all records 
The numbe1 of Variations, aS de- 


scribed above, that were developed 
on the all-too-rare initiative of the 
supermarket operator is one way of 
measur! 
usually 
photos and 


ig. The fact that salesmen, 
lethargic about sending in 


reports oI now stores 
handled the promotion, over- 
whelmed the home office with ma- 
terial on this. The fact that the 


stores shelled out their own money 


for materials tells of an important 
attitude 
Finally, this was a } notion that 


refused to die. The more common 


_e~-- 





HI 
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. A bonanza for advertisers 
who want full-color 
at low cost... Krueger’s 


library of 2,100 


~@ 


micro-color separations 








‘ 
. Perhaps you yearn for full-color lithographic illustrations but 
you think your budget can't afford them. Krueger has the answer 
a wide and varied selection of four-color separations available 
oO 
| to you. Beautifu ustrations n a wide variety of subjects 
()’< You will find in our brary an illustration to f your needs 
Birds and bees, flowers and trees; wild life, sti fe 
! Indians, desert scenes, rivers, mountains, sunrises, sunsets. Your 
é choice at a mere fraction of original cost of separations 
Tt 
A Krueger Micro-Color representative will show you our subjects 
é classified by categories. Make your selection, use them in 
the same size or reduced or enlarged — and, presto! you have 
full-color Micro-Color quality at economy prices 
Write for: Krueger's FREE Directory of Micro-Color Classics 
lt depicts some of the ustrations available to you t als s 
ae Dy categories, the wide variety of subjects you an useé 
Ze Please address your inquiry to Dept. AR-1058 
ers 
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s insert created and lithographed in Micro-Color Lithography by W. A. Krueger Company on 70 Glossette Ename 








a 
for Christmas 


Give a 












1 $ 4.85 
" 5.25 
You choose the price— 7.45 
Pick your price and we mail gift-greeting 9.80 
folders (inscribed with your name). The 12.30 
choices come back to us and we mail the 14.60 
gifts (again, in your name). Cost in- 19.45 
cludes everything: hand addressing and ’ 
inscribing; all wrapping, mail, postage 24.40 
and insurance; all taxes and a gift of 40.00 
yi teed satisfaction 60.00 
3 / ; 
See a cn —= 
ee = 
AN w=: s 
ee — ee ES nee 
~~ NS ‘ 
\ f, \ \ 5 
He'll choose the gift— ~~ Kodak 
2 e Fostoria 
i pitt-greeting folder holds an S-page Sh ff 
be et picturing and describing 10 to 14 cater 
f the price group you selected. He Orrefors 
hecks his choice on the postpaid Certif- Fieldcrest 
A-Card and returns it to us. This free- Taylor 
dom to select is half the fun of getting . 
—and the gift is sure to please. a. 
As the original plan of this kind, Certif- Nedeon Ba 
\-Gift has exclusive rights to many qual- Gorham Y 
itv names. 
Robeson 
e Springfield 
Doppelt 
om on 
Col AG or y- Shop Early —write 
__ Evanston, yy} today for catalog 
Illinois yg 
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SANITARY ... EASY TO ENCLOSE OR HAND OUT 


All you need to know 
about balloons. in the 


PIONEER 
Advertising Balloon 
Fact Pack 


> | Ideas, sample balloons, 
price list, imprint work 
sheet, get it for your 
files now. 





October 1958 





The PIONEER Rubber Company 
Advertising Balloon Division 

410 Tiffin Road, Willard, Ohio 
Adver 


Please send me your free 


Fact Pack 


tising Balloon 


| want to throw it on my desk and 


walk around i 


ADDRESS 
CITY ZONE —— STATE 


Or phone Betty Wolfe at Willard 3-2211 to order 
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history is that once a three-montl 
period is over, the 
dead. Once the 


Ing, stop urging operators to 


promotion 


sale smen 


stop push- 


up, there 


> | 


New Specialty Blotters 
Aimed at Campus Crowd 


\ \ 
Nt ( 





What, 


No Eggs? 











41 Gift Suggestions... 


Second AR Listing 
Eases Gift-Picking 








lr} Octob Ch} eB ‘ ( d J 
iS gilt lg ge tinue ( at 
ime trend a arte Se De 1¢ tie 
t Ss We e Sst K¢ p va tee ri ( 
e on the budge ( but the « - Ra cb 
eptlor il It oO he » € € ( * ¢ ¢ it 
} our list, a ‘ t { { 
atege t ease é Ly ¢ I 
An rtant 1d tt $10.95 fo $5 95 
onth ( howeve tl and $7.95 Q 
Strict] F. lining ect ( r ive avalla € 
a lection of gifts picked tor pleas- Cord-O-Link Co., 26 E. Huron St 
| ] . : Chicago 11 
ng every ladv on ve et fram that 
44 
‘ ) S 
exe 
Vos e selk 
) Were OSt 
al t ‘ nat 
oo 
t } lect 
Ne 
se +. i 
t ve bee ‘ 
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Huntit 
e P S 
™. Personally pleasing : 
44 
( 
es } ( } ( 
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‘ 
re 
pers ¢ ( y 
y 
@5 St Ty 
Silve ! lels: $4.75 f Gr Ex ‘ et f $19.9 


141 Fifth Av 


Chronos Clock Corp 
New York 10 


Fred Klein, 122 E. 82nd St 
New York 28 


ee es ry 





butt ng tor the bu Gifts the family will enjoy 
exe l t it ri nit that 
nines up es whll r Ss @ | [ ( t 
a Mi e¢ 
ction cups ie S ( bt 
AC 4 
I t 1 i al es 
she on the tl U S she ( 
in € enre velghs ( P Ss € S he 
lbs.., and can be put to wo! k polish $5.98 q lantityv prices <¢ < ‘ 
ing silverware and leathergoods Ripel Enterprises Inc 25 +E. 11th 
i : : acs St., New York 3 
addition to shoes Retail price 
924.95. Quantity prices are available ® Barbecue S ae 4 
Dremel Mfg. Co 2300-18th St } f , } 
Racine, Wis line ol nge ir be S 














e e es x “ 
All-Around, 
Useful... 


Fills The 
Bill For A 


Low-Cost PREMIUM! 


CLICK'—Its's A Razor-Blade Knife— 
CLICK'—Safe for Pocket or Purse! 


FREE SAMPLE — and quantity 


price list upon re« 


KENWORTH MANUFACTURING CO 


12319 W. Lisbon Av @ Milwaukee 10, W 


quest 
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| Got Something 


Special in Paper? 


You can place a sample in 
the hands of 21,000 Ad- 
| vertising Management 
| men with an insert of your 

| own stock in AR. Com- 

| plete with sales message, 

| too. 

| Advertising Requirements 

| 200 E. Illinois St., Chicago | 





HUNDREDS| 
OF IDEAS | 


for 


PLAQUES 


t REE illustrated brochure has 
hundreds of original ideas for Write 


INTERNATIONAL BRONZE TABLET CO., INC. 


plaques nameplates. awards 
Dept. A-57—150 West 22 St 













testimonials, honor rolls, me 
morials, markers 





New York 11 


1958 


October 
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LOW COST 
CHRISTMAS 
PROMOTION 






Ta dh) 


IDEAL FOR mee 
HOME tT 
OFFICE IMPRINT 


Attractive as they 
are useful .. . these 
handy little oilers are 
wonderful goodwill 
dispensers, too! Stain- 
less —leakproof — grease- 
less — odorless — they’re 
tops with both men and 
women. 

The clear, clean plastic dis 
penser contains highest quality d 
service oil, perfect for hundreds 
of uses. Throughout its long life, 
YOUR NAME, imprinted, will be 
seen and remembered with pleasure 
It’s a low-cost, sure-fire promotion! 


LUB-A-KIT 


with your IMPRINT IN GOLD 


Three famous specialized lubricants in 
handy reusable plastic case. YOUR IM 
PRINT in gold on cover LUB-A-KII 
nationally advertised at $1.0 but it 
available in quantity at amazing low « 

A practical, attractive gift or self-liquid 
ing premium 


LUB-A-PAK 


with YOUR NAME IMPRINTED 






Another reusable pocket-size 
plastic pack containing two 
specialized lubricant Has 
endless uses indoors and out 
Case available in assorted 
colors A quality gift at 
lowest price 


We'll also package your oil if you desire 


Write for complete information and prices 


PANEF MFG. CO. 


102 E. WALNUT ST * MILWAUKEE 1. WIS 
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easy hanging-storage. Handles are $17.95, and the 
















| 
ice crusher attach- 














a 
of sturdy, select-grain rosewood set ment at $16.95 ‘ 
off by stainless steel metal. Safety Waring Products Corp., 25 W. 43rd R 

. rs St., New York 36. 
feature is the heavy, die-cast shield 

uilt into the tool to protect the han- rra Sizzler Set The feel of 
] 1 ) - 
dle from heat. Hanging ring and the far west in a ranch-design bar- 
shield can also be ordered in coppe! becue seasoning set of genuine hard- 

ol chrome as well as stainless steel wood with personalized leathe . 
Set, with fork, turner, and spoon o1 hanging tongs. The shake —s 

mn Ss Is , 95 

tongs, is $10.95 tached to the copper-trimmed han- 
The Turner & Seymour Mfg. Co lles by ] os | os 

Torrington, Conn aies DY iong silm shanks oO! stalin! s 

Steel giving tne a neat-sale, over- 

® Decorative Glass Servers all length of 16”. Wond« practi- 

Gracet il patte rns in 22K goiad pilus cal at outdoo1 barbe¢ les, these ea- 

soldtone collars and covers make soners makes distinctive dec« ons 
these glass coffee, tea and beverage tor the fireplace In tne Winter-time 
sf Vv > lamo1 - its fo. any nome Pri ed ire m $3 95 to SZ 70 epel! I 
Models in tl line include a glass ipon size of orde: 
sauce pan fo $2.98. a one -quart Wire Specialties Co 601 Citizens 

; ae ¥ ? Bidg., Peoria, Ill 
ter for $1.49, a shaker-decante) 

yr $1.49 nd a variety of cotlee ant 
tea servers in prices ranging fron yy 
$2.98 to $5.98. Matching candle 7% Gifts for his hobby ... 
warmers are available for $l each ) a . 

. @ Person ed Golf B A 
David Douglas & Co., Manitowoc : 
Wis. find fo tne ( I the t 

e /] é W indsc C lor the te } < hl } . 

t beauty < enuine West rint < ny | ‘ 

n es ” il electrica with t ntir S5 40) ¢ ‘ e 
ck of the 1700's. Superbly finished en plus a flat set eo ¢ 
a solid mahogany case, Winds« per order. Delivery veel 
S } lished metal hai l chime Roanoke Rubber Co., Golf Ball Div 

1 4 1} : 125 W. Madison St., Chicago 3 

L t quarters Over-all S1ZE€ 1S 
11 39°gx1410” ght is 15 lbs 
Retails at $79.95. Additional style 

this chimed line include the pop- 
i Grandfathe clOcKS t - 





Prices inge from $49.95 to $79.95 
S 
Imperial Clock Co., 616-13th St 
Highland, Ill 
® Gold-Plated C 
» e “Re -Regent 
atl ( er } ce ered Vit 24 
Karat ( - tir Gi « 1 - a 
are ' ’ es « ellent © 
( ce Nit a oO! 
eS -s K \ 
elector, fe St 
sht. Makes 4 to 10 kee t : ; 
J h wit t \ ‘ ( 
De é te ature 3 
. ~ t tr 
1 Gift-packaged lreasure- ee : 
’ ( i’ D1 TT t t 
Chest” box. Retails { $100 amping. Attri . 
Robeson Rochester Corp., 46 Sager Camp and Altchen set 
Drive, Rochester 7, N.Y jualitv ste blade I « 
¢ P S675 () 
e \\ D \ t t ; 
Waring cont t to ¢ er liviz Goodell Co., Antrim, N. H 
ce thic c rare Le 4 + ec 
nh soda. o per essert t es ey G The toc 
equal pertecti Made ( ( é eve hand ‘ a 
elamine, Wari Dri M S ente ove t VI 
i ble l! Ayr 1 Vnite ( i et ( Spe ¢ t 
llow. Dee il. Skippse blue t Set nee ( Q k-I 
I ‘ ec The self-containge t with 12 st t pla 
oto vill not « heat nd nit | c tic « y f 1] 


nign Ve n es tnar 5 lbs Re - Lad set whicn olers wooaws ] I 

tails for $24.95. Other models in the fun and patterns for $19.95, to the 

Waring “Wondrous Whirlers” line deluxe “Hobby Houss et which 

nelude the blender, in a price range features 34 fine tools in a well-de- e 
of $38.95 to $47.95, the coffee mill at signed metal est $95. Also 


available IS a Variet 


tools including a sabe! 


$54.50, an yrbital sande $54.95 
and a 14” dri ll for $29.95 


favored flatterer for those 
who are important toe you! 


The Stanley Works, 111 Elm St 
New Britain, Conn 


Ray-O-Vac Co Madison 10, Wis 


Gifts for the office 


‘‘where the steak is 
A - 
<4 se 
“aE 
EASY TO — 


Box A Six S 


born’ , 


Box B 


Jeppesen & Co Stapleton Airfield 
Denver 7, Colo 


aa YARD INN 


520 North Michigan Avenue « Room 912 + ae se 


Why bisk bor Winnows? 


Your sales story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 
merchandising market. 


How? In the pages of 


The Angelus Line Inc 5862 Holly 
wood Bivd Hollywood 28, Cal 


Advertising Requirements 


October 1958 








practicality of a desk pen are com- 
bined in one attractive unit. Made 
of Tenite butyrate plastic, it holds 
the name plate at a slight angle for 
best visibility. Pen socket is attached 
to the mid-section of the plastic 
from underneath. Grooved area at 
the back holds pencils. Available in 
crystal clear, lustrous black, or gray. 
Name plates are available in walnut, 
mahogany, gray or black. Prices are 
$3.45 for a 15gx7” unit or $4.45 for a 
2x10” size. 

Concerd Stamp & Engraving 

79 Warren St., New York 7 


rN Strictly Feminine... 


© Tour-Lite Luggage . . . feather- 
weight pieces feminine lightweights 
will enjoy on their travels. Each 
piece is high-styled, bonded with 
Cellorez for extra strength, and 
covered with a sturdy finish plus 
the aluminum frame. Available in 
soft sky blue, or sophisticated urban 
gray. Prices range from $12.95 for a 
14” cosmetic case, to $13.95 for 21” 
Overnite piece, to $16.95 for a 25” 
Pullman. 


Neevel Luggage Mfg. Co., 1427 
Chestnut, Kansas City, Mo. 


@ Simulated Pearls lustrous 
simulated pearls that look more 
than the price. Boxed in a see- 
through gift box bearing 5 lines of 
gold imprint, the pearls are avail- 
able in a graduated necklace o1 
screw-on earrings. Price for either 
item ranges from 68c for orders of 
100 to 41c for orders of 5,000 items. 
Combination set, gift boxed with 
imprint, is available in a price range 
of $1.20 to 78c depending on the 
quantity ordered. 


Art Mold Co., 75 Oxford St., 
Providence. 





® Violin Planters ... The grace of a 
violin in a “flowering fiddle” planter 
that contains a cleverly concealed 
waterproof canister. Each planter is 
a standard violin with the same del- 
icate lines but finished in antique 
white and gold. Each is priced at 
$14.95 postpaid. Smaller models, in 
pastels and antique finishes, are 
available at $9.95. 


John J. Calborn Co., 1551 Thames 
Drive, Columbus 19, O. 
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© Prestige Sofa Cart... as complex 
and unique as the feminine person- 
ality is this genuinely beautiful, 
double-purpose serving cart. Made 
with a gleaming metal frame, set off 
by hand-rubbed walnut panels dec- 
orated with polished metal decora- 
tions, the cart features charcoal- 
tinted glass serving trays that slide 
apart to reveal a unique “Maga- 
file’ capable of holding more than 
50 magazines in orderly filing pro- 
cedure. Large lucite casters permit 
easy movement; over-all size is 
21x50x19”’. Available in brass-fin- 
ished, copper-plated, or assorted 
metal trims. Price is $105 for single 
unit, $82 for larger quantity orders 


Auto Glass Mfg. Co., 8701 Grinnell 
Av., Detroit. 





@ Powder Room Luxuries .. . gold- 
plated accessories for the bath in 
three different decorator patterns 
Items in the line include towel 
rings, 18” towel bars, soap dishes 
and holders for toothbrushes and 
tumblers. Each item is gift-boxed in 
green and gold. Retail priced from 
$3.95 to $6.95 

The AutoYre Co., 221 N. LaSalle St., 

Chicago 1}. 


e Place Maps something differ- 
ent for her dining room table in a 
set of plasticized place mats made 
from fascinating old maps of eight 
different regions of the United 
States. The maps cover different 
periods of U.S. history dating as fai 
back as 1720. Price is $3 for com- 
plete set of 8 different maps 


Cornwall Corp., 48 Wareham St., 
Boston 18 


@ Spanish Perfumes ... Fine im- 
ported perfumes and soaps offering 
subtle scents and romantic packag- 
ing. The perfumes are priced at $10 
per bottle, and the special soaps 
packaged three bars to a box are 
listed at $2.50. 


Gal Perfumes iInc., 420 Lexington 
Av., New York 17 


© Flower Imports . . . Flowers from 
overseas guaranteed to arrive fresh 
and stay in bloom for up te six 
weeks. Especially suggested for the 
holidays is the ‘“Chin-Cher-In- 
Chee” The Star of Bethlehem 
that comes from Africa. Each gift 
box contains 25 of these exotic, 
snow-white flowers plus instruc- 
tions for keeping them in bloom 
and a story of its history. Box of 25 
blossoms is priced at $4.95; box of 
50 blossoms, $8. Also available is 
fresh-cut “Golden Mimosa” blos- 
soms on 24-inch stems. Packed in 
France in polyethylene bags, these 
flowers are priced at $4.95: guaran- 
teed to stay in bloom up tto six 
wee ks 


Holiday Promotions iInc., Div of 
Orchids of Hawaii Inc., 305 Seventh 
Av., New York 1 


@® Crown Princess Wallets The 
“French Purse” wallet 


styled with feminine practicality in 


feminine 


mind It has a roomy, accessible 
coin purse with gold-tone frame 
Pick-A-Bill slot, *hargaplate por k- 


. « ] ] 
et, and removable photo-card Case 


Rayon-faille lined, the units are 
available in red, white or light blue 
polished cowhide: sierra tan or red 
in California saddle leather. Gift- 
packed in gold and white, units are 


priced from $7 to $3.65 depending 
on size of order. A higher-priced 
gift in this line is available in the 
“Crown Princess 5-Piece Gift Set 
Packaged in a satin-lined presenta- 


tion box, this set consists of the 


. : 1 1 
French Purse wallet, king or regu- 
lar cigaret case, key case and eye- 
a : 
glass case. Available in red only, 
price range is from $17 to $13.50 


Prince Gardner, 1234 S. Kingshigh- 
way Bivd., St. Lovis 10 





@ Lentheric’s “Adam's Rib” ...A 
provocative fragrance with a very 
apt name for the Girl Friday on 
your list. Glamorously packaged in 
a crystal bottle adorned with a 24- 
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“ Mos t successful employee 





Chri stmas s gift CV 0 Tae Nationwide Insurance Co. 
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EASTMAN KODAK COMPANY... Rochester 4, N.Y. 


*Vidoamane 
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Best GIVE-AWAY Idea in si 


e 


imprinted with your 
message. 


FREE SAMPLES 


Write today—for prices and full 
details on different ways you can 
use imprinted SIGHT SAVERS 

the best silent salesman in sight 


Address Dept. 0110 


CANADA: Dow Corning Silicones Ltd., Toroate 





SALES AIDS that w 


MORE for r 
v t you 


« ampies 


sales 


ange n yw 








a 


Colorful parchment gift wrappers 

and bright ribbons add the right 

ee me ee 
Send for free samples 
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~ SIGHT SAVERS booklets 


company 





ideas unlimited 


USEFUL— Over 70 


jlasses 


of your customers and prospects wear 
glasses that are cleaned 2 or 3 times a day 


LONGLASTING— SIGHT SAVERS booklets have an average 
life of 30 days; Dispenser-Paks, over 3 mo 


LARGE ENOUGH-— Greater attention value 


for an effective advertising message 


VALUABLE— Purchased regularly by millions of people at 
10c per booklet and 39c per Dispenser-Pak 


DIFFERENT— Ideal for calling cards, or convention hand- 
outs. May be mailed without special packaging 


nths! 


Plenty of room 


WE MAKE LINE 
OF ANY PACKAGE 


for ONLY $14.25 each 






Just send empty package 
and indicate view desired. 
Delivery within one week! 


NUZART Sewice Prey a aS 








\ 
ifa tt. Have 
4 
( ; 
National Turkey Federation 
Mount Morris, Illinois 
Name 
Company 
Address 
City Zone State 
Distribution Limited to Continental United States 


ght! 





Dow Corning CORPORATION 


MIDLAND. MICHIGAN 





carat gold stopper, Adam’s Rib is e 
priced at $10 for the !2-oz. size, and p 
$18.50 for the l-oz. size. Prices d¢ le 
not include tax h 


Lentheric, div. Helene Curtis Indus- 




















tries, 4401 W. North Av., Chicago * 
> 
39 
@ Evening Bag Set A beauty 
from Breck for a femini 
out on the town. The « 
evening bag contains a 
hair brush with nylon bristles, plus ' 
matching polystyrene comb = and 
clothes brush. Gift-pack 1 in gold 
foil box. Retails for $2 plus 3 
Fede ral T3 x 
John H. Breck Inc., 115 Dwight St 
Springfield, Mass 
] 4 . 
® Miniature Baskets A gracel 
little basket ot sparkling Drass sne 
can use on her desk for holding 
earrings, bracelets and < fe 
inine doo dads in a pleasantly prac 
tical way. A clear, tight-fitting plas 
tic liner also enables the asket's 
use at nome as <j nat St ni but- ' 
te! dish, jewelry catch-all, ete Unit 
measures 7x6x41!0”: is priced at 78 
pe init without gift packaging. lh 
dividual gift boxir ailable at 
15c per unit 
Keen Industries Inc., 939 W. Armit- 
age Av., Chicago 
‘ 
Let the recipient choose . 
A g ving ce ‘ p 
o t cert cate ; il I et ‘ 
eacn recipient ets 
portfolic vhich describe 
( Pilts wit t ce t 
assisted no bt | ; 
ect one a the De 
Ty 
orrect ling ada Ss Ol t ¢ 
aid re} ard \ ( the 
Pilt whicn a i i Ve ( tw 
te Be th the t « t the y 
It tself are aent r S to the ( 
( In addition t panie ke 
those listed be kk A ( ert © 
pecialty distribut ( ‘ 
ng certificate } 
P 
e \ ety ele 
é t t < talc tt t 
ts the lor t¢ elect ‘ | 
I cket e wis te ‘ eat 
ecipient. Prices vary from $4.85 
560, wit! about 12 ite! listed 
each catalog 
The Certif-A-Gift Co 
829 Chicago Av., Evanston, Ill 
o 
A 
4 
® Gift roOlu I S catale 1! 
i! ine e 8loxll f looks ‘ 
: ( 
Ke in executives | elcase ana 
tle 
ontalns ¢ 54 tems 
p 
I vnict tne pient I ay 2 
noose The ite S € ced at the 
: W 
S10 |e é 
lé 


Gift Portfolios Inc 
Chester Pike & Pennsylvania Av “ 
Prospect Park, Pa 











@ Six Ye Old Play This plar 
permits the busy exe it ri to Sse- 
ta price oup tor eacn ! © < 
nis gilt list, ind the Ippii aoe 
the rest. Six pricé oups run fre 
$4.95 to $49.95, with 24 gifts in- 

cluded In eacn gilt tolde 


Maritz Sales Builders, 4200 Forest 
Park Bivd St. Louis 8 


r Ofte l 
ce y $4.85 $24.75 
th iZ to 16 it t 
1Sé t ri ‘ t t 
Select-a-gift Div. of R. W. William 
son & Assoc 5832 N. Overhill 
Chicago 31 
e \\ ‘ ( VM 
( t () 


Select-A-Gift Div Ebsco Industries 
Inc., P.O. Box 2070, Birmingham 11 
Ala 


7: 
Hag 


K KK 
* * 
* Kk . 


- 
a af Se 
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Typical Gift Book 





VG 


‘‘Wishbooks’’ unlimited . . 





- } 

) S4 ; 

‘ IG QS t t 
Big Boy Manufacturing Co 
Burbank, Cal 
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A ect ¢ r é 
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lr ¢ \ t t € 
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Full-Color 
CHRISTMAS LETTERS 
at a fraction of the cost 


™ 


of preparing your own. Now order attractively 


printed Christmas Stationery from your printer or let- 
tershop or directly from your nearest Arthur Thompson 


& Co. distributor 
your own 


Each of our 37 


exciting collection of Christmas and Everyday statione 


distributors has available the 


YEAR PORTFOLIO that displays the largest and 


No fuss, no bother with preparing 


} 





ever offered by Arthur Thompson & Co. Select the let- 


terhead of your choice—each distributor 


mediate delivery 


sonal message 


While looking thr 


FOLIO, you will 





can make m 


to you or the firm processing yo 


ippropriate, full-colo le for 


and you save time an mor 


ough the new ALL-YEAR PORT 


find additional new beau 


y color lithographed Christmas letterheads and envy pes 













rich-looking steel 
f 


giving and 


ing you 


And to help you 


mas card verses 


out 


Christmas cards (ir 


work Attractive < r lesigt 
every season. A one-color run to print your ow! 


rOr us 


a part of more th 
copy for Christmas 
Don't be overwhel 
in preparing you 
nearest Arthur Thompson & Co. distributor for the new 


1958-1959 ALL-YEAR PORTFOLIO t's yours witt 


your choice then c your printer o1 


cluding the popular high-glos 





engraved Christmas letterheads, sales 





getting punchline bulletins, designs for Easter, Thanh 
throughout the year. These 
an fourscore statlonery designs await 
the line we e included p s of 
nd Tt ank giv Q et Cc} 
med by the cost and time involi 


own Seasonal Statior 


obligation. Look it over pick the type and 


op or order direct from 


ARTHUR THOMPSON & CO. 


109 MARKET PLACE e BALTIMORE 2, MD. 





Arthur Thompson & Co. Stationery and 
ortfolios are available in many 

leading cities. Phone or write the 

distributor nearest you. 

Akron 8 

Alexandria, La 

Baltimore 2 f RK 

Baton Rouge 2 f 

Boston 29 3 4 

Charlotte 1 hie 

Chicago 6 The Ry 

Cleveland 15 A r 

Cleveland 13 é Blank 
Columbia 8, S.C. Eps 3 t Co 
Concord, N.H Carter & C 

Dallas 7 

Fort Worth 7 

Habana, Cuba 

Hartford 3, Conn. Carter & C 

Houston 3 mpitt Pag 
KansasCityS Mo er 

Little Rock, Ark. Arkansas Pa Co 


Monroe, La 
Montrea!, P.Q. 


New York, NY 


Norfolk 12, Va 
Omaha 2 
Philadelphia 3 
Pittsburgh 19 
Providence3,R.I 
Raleigh, N.C 
Reading, Pa 
Richmond, Va 
St. Louis 10 


San Francisco 


5 


Shreveport 80 
Texarkana, Tex 
Toledo 2 
Toronto 14, Ont 
Washington 2 
Worcester 10 
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victoria RYT 
FN 


b ES 


PRODUCTS 


“COL-FAST" IMPRINTED 


° e T-Shirts e¢ Adver-TIES 
e Barbecue Aprons 


. (Hooded... Zipper 
e Sweat shirts ~ nae 


Your product, sales 







message of 
slogan colorfully imprinted in de- 
tail. Guaranteed washable 

will not fade, 


crack or peel 





ALSO:—Adver-Towels, Poplin Jackets, 
Tablecloths, Kentucky Colonel Ties, 
Lo-Bo Ties, Sport Shirts, Mirac! 
Shammy Cloth ond imprinted tex 
ond plastic items designed & monu 
foctured to your requirements 





Write for Literature 


PC ea 
512 Lucas, St. Louis 1, Mo. 








TINY in size... rn eit 
SOL kM ee 
TTC tae) ye 


charms 

prizes 

letter gadgets 
giveawoys 
premiums 
cute gifts 
package 
enclosures 






Write, wire, phone TODAY 
for samples and prices of 
GRC metal miniatures 


GRIES REPRODUCER CORP. : 
World's Foremost Producer [ 
3 Second Street, 

NEw Rochelle 3-8600 
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New Rochelle, N. Y. 


available in a 
assortments and prices 
range from approximately $3 up to 
the $25 bracket. Packaging for the 
expensive assortments includes the 
use of distinctive, reusable contain- 
rs. Other items in this line include 
imprinted liquor bottles containing 
maple syrup, and a line of candy, 
cake and cheese 


Mille Lac Maple Products, 308 Prince 
St., Saint Paul 1, Minn. 


breakfast foods are 


variety of 


os 


e John Wagner's “Treasure Chest” 
a fine line of quality gifts pack- 
aged in specially-designed gift 


boxes. Among the 


items included 
Chest of Gifts” 
leather-covered pipes and 


in this “Treasure 
are fine 
hand-blown from 
France, steak knives from Italy in 
Florentine leathe: cutlery 
from Sheffield England, plus many 
other Also 
included are a host of fine American 
gifts 


apertif sets 


cases, 


finds” 


European “rare 


many of them in _ designs 
created by 


lection of spices and outdoor barbe- 


Paul Evans—plus a col- 
cue equipment. Each gift is accom- 
panied by a gift card, imprinted 
with name and message of the give 
and a booklet giving the background 
ry of the gift. Prices of the items 
range approximately trom the “un- 
2 bracket to $25 


John Wagner & Sons Inc 
Gifts Div., 71 E 
Hatboro, Pa 


Business 
County Line Rd 


® World-Wide Bazaar { ll 


a collec- 


tion of delightfully different items 


MA } j 
WOriad 


“World-Wide 
catalog. All the 


collected from all over the 
ire highlig} 


5 


é I ted in the 
Bazaar” 





items are 





mailed from the countries in which 
they were produced, and the gift 
selection ranges from. silks and 
vories to jewelry it Wa © pe - 
fumes, and crystal prices it 
this catalog range from $1.50 t 
$22.50. For those who find it diffi 
¢ ilt to choos« tne Pilts, this com- 
pany off. s S$5-ar Dp Pilt cert - 
cates to be ed out t tne ec 





nts with th t 


\ ie alaloy 

World-Wide Gifts, Greenvale, N. Y 
® Ronson Lighter ( og Fu 
colo llustrations Snow tne line 
stvling and _ variet of decorative 
finishes available in the Ronson 


iciudes 


nana 

. 1 

yf table 

ymsithe 
} 

silver- 

) glazed 

ceramic units. Prices for hand light- 
we Or fc 1 

ers nge trom 509.99 for a brown 


leatneret sports 


nodel to 
the “Adonis” with a 14K gold, en- 


$200 for 


sraved design Table models are 
priced from $14.50 to $32.50 


Ronson Corp., 31 Fulton St., 
Newark 2, N. J 





© Customcraft Jewelry 
riety of 


. A va- 
cufflinks, key 


available in 


tie-clasps, 
chains and _ bracelets, 
miniature product or logo replicas, 
are shown in this illustrated catalog 
A variety ol 


in the 


finishes are available 


jewelry and 


from $1.71 to $4.60 per item plus die 


prices range 
cnarges 


Customcraft Jewelry, 937 W. 12th, 
Los Angeles 








Viscose Sells Scrim 
By Mailing With Same 
American Viscose Corp. does a l 





forceful job ol promoting rayon 
scrim reinforced pape by sending 
out a novel maile ( the a- 
terial 

An 8lexll” fold t alll 
piece folds in thirds to be ea 
attractive ana nex pe S Se } 
I aile 

With copy expli ng that it 
printed on Avisco rayo ell 


enable the reciple 3 Set nal G 
and test the end-use possibilti ! 

R 
the V1C¢ nee ( { t ae ; 
<X bes 

Details are a\ Ame 
n Viscose Cory} 1617 Pe 


44 


New Specialty Designed 
For Exhibit Booths 


a ‘ 
pinnae designed especia it u 

S a Dootn ¢ ew I eel nt 
luced by Cox lr 

Called t I \ J Ad 
Binde the sale i 
t¢ . ¢ ov- 

t ‘ ™ 

ne te 

tures Mult-O-R vit \ 


for more details circle 1034, page 135 





eeeeereeee 


Exhibit Specialty 
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Helpful Premium Promotion Hints 


The following potnters have 


circular issued by the 
1. Consider a premium 
pust asia eimumick, 
| 2. Use time tested and 
| own sake is not enough 
). Always use a quality 
| 
| 


pendable source of supply 


1. Give your premium pre 


night results 


>» Mahe vour prethuitim 


conscious and will do what 


pros 


pre rrnttirn 


conditions 


Verul si 


o Select a premittim and 


' 
of administrative detail on 


sales and over-all prorieotye 


Dont overlook the « 
servicing campaign, 


° 
& Give sour salesmen 


vavur 


on 


ind 


briefing om the premium offer 


) Dont use any item fo 
luctant to sell as 
ia Ddoornt expect sour 


it ulvertise it pu hi 


the more of vour own product vo 


Gives Do’s, Don’t’s Of 


1 premium that vou would be 


i product ol vour own 


pretritirn ¢ 


Alw 


Reproducing Telegrams 


° 


Sales Manager’s Kit 
Eases Mail Problems 


page 


premhluins and plans 


poriaanan Cnnnve 


plan that will involve a minimum 


importance of speed and 


reprinted, with permission from 
Eimira Greeting Card Co., Elmira, \. Y 


t part of over all sales 


and make sure that vou have a de 


to penetrate don't expect over 


clear eustomers are premium 


if sou make it clear. 


devote your time and efforts to 


in your organization a thorough 


ashamed or re 


er to “take off by itself. Werchandisxe 


promotion net 


novelty for its 


amount 


meecuracy im 





ember the more Premiums vou sell 
sell 

s 

eo 

* 

° 


Cloth-Like Paper Fine 
For Throw-Away Aprons 








GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be 
lieve to be the 
best genuine 
glossy photos 
in the busi 
ness 

We believe 
this because 
our customer 
say so and 
keep coming 
back year 
after year 
Our prices are competitive 
Our quality is superb 
Our service unexcelled 
Try us the next time you need 
quantity photos 


a 


8x10 GLOSSY PHOTOS 


—_ 








QUANTITY COST 

Non 7 nt 

100 $75.00 

5 42.50 

} 950 

50 

| 2 asain 

° 7 

} 5 4.0 

2 3.0 

L 6 2.22 
Copy negatives f your print $1.6 

per negotive Sample ther 


prices on request 


MAJOR PHOTO Co. 


‘ommercial Photographers 
116-118 W. Ohio St. * Chicago 
e 


Photographers 


For € very picture neea 


PUBLICITY 


© COMMERCIAL 


e CONVENTIONS 


@ ILLUSTRATIVE 


@ SALES MEETINGS 


© INDUSTRIAL 
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e 
Cratftint 
“KLEEN-STIK”’ RUBBER CEMENT 


IT’S CLEAN 


STICKS! For perfect nd ease nounting or pasting. “Kleen-Stik 


~~ 


en-Stik 


ro tte 


THE CRAFTINT MFG. COMPANY 

NEW YORK + CLEVELAND + CHICAGO 
Main Office 

1615 Collamer Ave. Cleveland 10, Ohio 





Save Viony 





=i > LOW COST 
Qy:# HIGH QUALITY 
[<A FULL COLOR 
J b ) LET ERESS PRINTING 


etterpress 


if 
STIVERS STUDIO 616 SOUTH SECOND ST. MILWAUKEE 4, WIS. 


tot * October L958 
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Humigraph Card 
Changes Its Spots 





Humigraph Cards 








How to 
Pick a 
~\ Color Ph 





The increasing use of color photography in advertising 
has placed a premium on selection of the best trans- 
pareney., both for effectiveness and production costs. 
Phis article contains a handy checklist which will save 


vou time and money 


By Egon Berka 


Composition . . | 





Separation . . 


Art & Photography * 105 











xX-marx 
register 
marks 


X-marx printed 

register marks on 
self-adhering cellophane 
tape for artists 
designers, printers, engravers 


and photographers 


K 





THINNING sno WEIGHTING 


REPROPOR 10 inc 
PERSPECctTives 


ITALICTZING SINNSSNWNSG 


CET SYP BAWE 


+i 







Special effects 
ANY EXTREMES 
from type, lettering, logos, art 


You dream up the effect you want 
— we'll reproduce it to perfection. 


PLaza 3-4943 
FLEXO-LETTERING CO., INC. 
ci er ee ed 


Since 1937 the greatest name in Trick 
Photography and Process Lettering. 


106 + cp 
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Checklist for Evaluating Color Photographs 


Use a separate copy of this chart for each photo vou wish to evaluate. 1dd 
any additional qualities that are particularly 


important tin omeeting your 
objectives. 


ifter analyzing all possible photos. compare the charts to help 
you select the most suitable. 


Composition 
General Quality - Separation 
Color 


A tisi 
Sales Appeal dvertising 


Promotion 


Definition 
Detail 
Contrast 
Color 


Dimensions 


Technical 





Color ..A 


W! 

t b } 
t ( ~ 

Dias! ) 
One sm: } 
eae i oe Promotion Message .. 
dr 

Ar ‘ 

lt Definition . . 
é ark S Nat ( 

oto¢graD S t le 


Advertising Message .. A 


noto pny the Colo not 


Sai} 


) “Nn? +} 
ipport or express ne 


. ; 
be overlooked. | 


tw hidden possibilities that Detail... A 
ld be looked nto. either by mportant 





t H« ‘ 5 
ont ul 
B phe 
nat By ole i 
tal Fx ‘ 
D1 
Le | 
{4 Th} 
| } 
‘i 
VV 
) 
Dimension Ratios .. - 
Contrast . 


Dye Transfer Process 
Gets Electronic Rival 


Color Quality .. 








MARKING 
QIN 539 


Biaisdell Markers 
write on anything. 


GET THESE 
BLAISDELL EXCLUSIVES > 





DU-ALL 
ecHanicas PENCIL 


Six 


Rae 


PENCIL COMPANY 


BETHAYRES, PENNA. 
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Biggest Values On The Market 4 


FOR ACCURACY 
DEPENDABILITY 


Largest Work Areas— C Yar = 
Smallest Floor Space J J i "1 s 


a 


MODELS 


af 
LOWEST COST te 
re / pusikon: UNIT ON MARKET ae 
—w 


lix!4 viewing area 
MOCEL “A 





18x22 floor area 
PROJECTS ANYTHING OPAQUE, ao 
TRANSPARENT OR THREE . 
DIMENSIONAL 400% IN TRUE eo 

COLOR, THRU AND UPON THE * 

WORKING SURFACE WITHOUT 

HAND SHADOW AND IN PERFECT 
DETAIL. ALSO MAKES LINE OR 
HALFTONE NEGATIVES, 


VELOXES, PHOTOCOPIES, SILK 
SCREEN POSITIVES. 


17x21 copyboard 
400%, é 
and reduction 


° 
= 
5 

2 

oO 


for mobility 










$285.00 f.o.b 





EXCLUSIVE FEATURES 


MODEL ‘'C’’ DIRECT PROJECTOR 
© Viewing or Focal Plate Areo—24x24 


Pro /paqu transparencies 
Copyboard areo—27x32 dir y onto the 23x31 drawing board 
Floor Area—29x36 allowing the of work on 
Parallel adjustments for accura Raises Crewings, eliminate transterring 


400%, enlargement 
450% reduction 
Image can also be 
projected onto 

wall for greater 
enlargements 
and copy can 
be flopped 


$645.00 


Mounted on Casters for Mobility 


Pressure back for photo functions 










included 


@ No extras 


$498.00 | 


f.o.b. Newark 


Tabour-Tray makes any table a Tabouret - $4.98 


Write for Bulletin #101 with complete information about 
the sensational Models "'A'', ''B'' and "C"’. 


Manutactured by Mi. BP, GOODKIN CO, 24 BEACH STREET~ NEWARK 2, N. J. 


gee Let KeF Specialists solve your 
eg PHOTOGRAPHIC PROBLEMS! 
—- 


ny es Photography 


Direct Color ida 


Transparencies 


hein 


publicity Photos 


om Inclustrial Processes make Exciting Pictures 


halide ... KAUFMANN & FABRY CAMERAMEN MAKE YOUR 
mm PICTURES INCITING TOO! IN PLANT INDUSTRIAI 
bade PHOTOGRAPHY IS BUT ONE MORE SPECIALTY EN 


—_—o K&F’s FULL LINE OF PHOTOGRAPHIC SERVICES. 
KAUFMANN 


> 4 ID . 
peer eey & PABRY CO. 
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stry foro 





All Your Photographic Needs Under ONE ROOF! 





425 SOUTH WABASH AVENUE., CHICAGO 5 
HArrison 7-3135 


ILLINOIS 


103 + FB 





termines the exact exposure for the 
size print to be made, activates the 
enlarger and produces the exposure 
of red blue and green automatical- 
ly 
Ar idvantage t oO tl 
St tact reat pee op 
erat than poss1Dle tn tl ay 
transfe hod, a M 
M ie! ¢ 
The ‘ 
Eas i ( 
( t i Dea t 
ide name Ultracol Ch 4 
a De i ti i 
t! ere x 
t t Al i ( t 
P in | ob eith 
Ekta K é 
} 
‘ 
44 


Offers Sample Folder 
Of Pin-Up Photos 


for more details circl 1001, page 135 


Opaquing Table Made 
For Top Efficiency 





Breaking the tradition can often be prof- 
itable, as experience proved to this West 


Coast retailer. 








pl Ino 
put it on You? 4 





wallpapers inc. wallpapers inc. 











il i 
THE STUDIO OF WALL FASHIONS 


October L958 _+ 
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Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 


At raph 


Art production costs 
drop, earnings go up 
with an Art-O-Graph. 




















Render illustrations 
visualize layouts; 
drop in” keyline ele- 
ments capture per- 
spectives; match let- 
fering; insure accura- 


cy; fast scaling; elimi- 
nate stats. No trac 
ings! 


10 Days FREE 
TRIAL—no ob 
gation, no 
freight if re 
turned 


Write for 
folder! 


lt see) Me Mella 
space — uses over- 
head “dead” space. 


J. A. ENGEL, Inc. 


| Fra PRODUCTS FOR YOUR 
os) TV AND ART DEPT. 


“STORYBOARD” PAD 


Tomkins TELEPAD 


\ 
No. 72A—19 x24 
No. 72B—Pocket Size 8x18 


FREE SAMPLES 
FOR THE ASKING! 


N 
La » 


Pid 











ARTisy ~ 
Oras > Mar 
FING Suppiats 
s 


2 West 46th St., New York 36, 
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Booklet Gives Seven 
Steps To Chart Making 


A 16-page 
and helpful tips fon 


booklet of instructions 


making charts ptf) fe) KNIVES 
and graphs is offered without charge 
by Labelon Tape Co., Rochester, 
N. Y. The booklet, entitled ‘Statis- 
tical 


used 1n 


Charting,” is designed to be 


conjunction with the com- 
ibe lon makes a 


yany's materials. Li 
complete line ol grids. pressure 
sensitive tapes templets and othe: 


materials needed for rapid composli- 


tion of charts for business purposes 
The booklet lists seven ste ps to ( 
j } 2 
good charting and outline Vari 
tv pe ot charts na rapt n gel 
c il t i ail ?¢ dIs¢ iIsSif 
: essential a? OOS «6. 
ne ( « es il Dle¢ chart 
ind . chart Use X-acto replaceable-blade 
re , 1 Knives wherever a surgically 
sadelor ‘ S ed ° . x 
; : sharp edge is required...for Sten- 
both t s ent Opaque vi cils « Friskets « Silk Screen 
ons and : tv of colors i Retouching « Mat Cutting « Mon- 
Se ct S ese! tage « Etching « Scratchboard 
RI 
ti ( ( elthe I tog iphk Oo rl 
oductior 


for more details circle 1002, page 135 


Gadget Speeds Drawing 
Of Parallel Lines 


An instrument for drawing e 


Stant } a i r ¢ 
eed bee int i I 
lorado Products Co. ¢ I 
dorado para Line tne t 
en ear I 
tor fe ite tic ( 
f the ng the 5 
Equ | | ! 
be aa 
‘ ‘ it 11 « 
ed p 1S ‘ ‘ 
e} ‘ puttor or 
b The ent Ca 
be r ¢ 
1 
+.) 
The ome 
One ald the ot 
19” ( Fu formati 
} { Ele 
Products Co., 1235 Ma av... ( 
N J 44 
‘ 





Satisfaction 1s assured with 


CRESCENT illustration board!” 
write for free samples to 


Crescent Cardboard Company 
FORMERLY 





Chicago Cardboard Company 





1240 N. HOMAN AVE., CHICAGO 51, Il 


iLL 





tS 
§ + 
E: , 


Hennessy Cognac 


Vin Fou 





By Maurice Bensoussan 


Packaging 
in France 


designs. showing how the Gallic toucl 


an he added to pa kage design. 


continued on page 112 
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They buy the lowest 
cost advertising you can get! 


“\ 

\' 
Cos Pers 
DECORATING ke these we 


RED & 
Ve, TAR ; 


\ MORE SALES APPEAL Tt 


DECORATING 


“lATion simplified inventory contr 
+3 a FUNCTIONAL PROTECTION — 
A Print DECORATING t 
f , 
Mf o% 
WEAR EVER 
7T - Gs 
DIiAl. S ‘ ‘ 
f cit 
A ) rT Kraf 
‘UMINUM I 


¢ ADAPTABILITY 





THILMANY PULP & PAPER COMPANY 
\ KAUKAUNA - WISCONSIN 


October L958 


Biscuits The 





a 
tL a Pi -. 


n 


alia 
clin 


Elephant Tea . 








Gel 80” 


Michigan Carton Brochure 
Sums Up 50 Years Growth 





for more details circle 1013, page 135 





What's Your C.1.qQ. 
(Corporate Identity Quotient)? 
Ask yourself these questions 

1. Do telephone operators at every 
plant announce your company 
the same way? 

2. Does your company name and sym 


bol have to be “read” to be identified 














or is it designed so it in be recog 
nized’ at a glance? = 
Does every employe plan 
who orders stationery. literature pack 
aging, signs or other printed or graphi New Label Samples 
materials have a spec.fic, written ou 
line of how the company’s name should Offered by Pollack 
} be presented | Morton Midget = 
4. Are the people wh design ur f NA 
products aware of your rporate iden 
tity p 
5. Doe ur ipany nam e props 
denote the ur bu ess | 
6. Is your ¢ jes spe 
expedite rapid recognition of |  $ingle-Portion Packs 
ee ll oer Cree 
If there re ul 
rk lw IPF 
ical s 
8. Mus r € € é fe 
| every € € rp € € } 
sente< ipr u 
9. Whe ur fF au ucK 
} ; — f ¢ 
} recognizat s ur 
Are u as prou PI 
ince I 3 pr 4 F K es 
ietternead s u € u 
pa 
These € 6 } — > ~ rr 
} 12-page r ur F + | A 
D Gunes mead K =\s 
New York ustr ~ 
s pr ef; A - 
|} estat F » 
| pul " 2 sian ea a 


pi ire ivaliable ™~ T = be nie = a 
| for more details circ 1O1K page 13 | K om = , _ | \V a 
oO - | . 7 - | A f | a : 7 : | \ Ou hi¢ 
a \° ——~ | 
Pressure-Sensitive Facts as | im : ‘. a | 1 
Reported by Kleen-Stik ~ | | oO | ie | ; 
; \ 


y w eceive immediote 


acme gravure services inc. 


4001 Industrial Ave Rolling Meadows, Ill Phone: Clearbrook 5-0200 





ie aerate oe a vi pais oa if it’s Quality — if it’s Delivery — it's acme 
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FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 


SIGNS 





Knoxville,Tennessee 


Heap big 
packaging 
medicine 
4 / 
Chief Red-E-Stik has spoken. Ana his braves 


are on the warpath t you win the fight for 


more wampum in your wigwam with Red-E 
Stik pressure-sensitive labeling. These self-ad 
hesive labe 


ut costs, save time 








boost sale te Py can be us 
simplify and sp y pha of you pe 
ation. Here's wt ar f Red-E-Stik a 
buck well spent _ 
Stop To stop shoppers, your be et 
package with impulse-buying af a Red-E 
Stik label with built-in pu D2 We cr 
them for all package tyr any size 

10 e€ r neg 

Sell Red-€-Stik \abels and sigr 

your story at the F P Foru . 

gias metal and wood, Red-E-Stik 

water, heat re 


faster by mach 


Satisfy e Red-E-Stik labe 


struct, guarantee, warn to keer 


eveER READY 


CREATIVE PRINTED SPECIALTIES 
10-A East 49th Street, N.Y.C. 17 
Plaza 1-3040 
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Packaging Team at Work... 





Designers Pian Entire 
Family of Containers 


' } 
New hope for creative pacKaging ol the past with 
was seen recently whet! top man- trend 
wement of the Warrer Featherbone 
. 11.) e Db the 
Co. called in a pacKaging team to! 
1 nto ‘ ootl ! ! 
its line of infants wear and gave 
| | tne ( cle t ed 1 
them the greer light by Saying, 
the lea } ¢ ent 
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Coordinated Boxes 











"Ike, send me a sample packet 
of SILVER SEAL CLASP 
Envelopes..... | hear they're terrific 
| J. yy and priced right. | want 
to use them in a mailing 
for a client of mine.” 






Shipping Carton 


Pill Bottle Plugs Now 
Come In Polyethylene 


ver Seal Clasp Envelopes get your advertising message 
to the reader in good condition. Available in a wide range 
of standard sizes for best mailing protection 

Easy to stuff — easy to close. Quick sticking gummed 
flap insures secure, permanent sealing 
Send for a complete set of sample sizes and other Silver 


Sea nformat on 


¢ Siler Seal 


7RE SEAL APPROVAL 


WESTERN PAPER GOODS CO. 
1228 West 8th St., Cincinnati 3, Ohio 


A R than any other publication. 
If you sell advertising 
REACHES services, materials and 
MORE equipment to or through 


ADVERTISING agencies, your ad in AR 
AGENCIES will reach the top in 








response. 


New Plastic Closure 


ADVERTISING REQUIREMENTS 





October L958 + co * Ite 











Inland Printer 





Borden Dairy Co 


By Bette Macon 


Krupnick & Associates 
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when through our new house 


2. Watch the Hard Sell .. 


3. Don’t Lose Christmas 
Artwork 





in 


4. Proper Identification . . 


Reader's Digest 
American Mgmt. Assn 
UPA Pictures 
Yale & Towne 


Sander Engraving Co 





the 


Chicage Sun-Times 





A. C. Nielsen Co 





Four golden rules jor distinetive 


luasine as 


and Nore 





greetings. some things to avotd. 


successful ¢ vam ple o. 








’ effort to be casually friendly No as a 
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Copy Carries 





Christmas Tray Kards 


pressmali 
matter how distinctive the card is Greetings 
in every other respect, it may be rolling press 
received with high irritation if the brief and Chri 
recipient can’t remember who “Al- 
fred Anonymous” is and_ which @ Sander Fp 
company he’s representing. It’s even known fe t 
good to add your specific title if th 
you think this will help in fast woodcut styl 
identification mange el 
The other side of this coin 1s the rd. The 
card which arrives with nothing extrem«¢ 
the company name. This is not stantly the 
only coldly impersonal but also line by t ( 
puzzling. If no one in the company extends — the 
sending the card knows the recipi- nd quite hon 
ent well enough to sign his name ! 
why bother with a card at all? Bu ‘ 
thic s the card tuation it P ¢ S 
off ¢ best t< n ri re ( the t 
execs sign it and add his title be ° ( 
t tne bew ie r t ne I ( 
er ond: Scintty dad o S 
t send (¢ =f etit ; 
e dk N Y 
: : x > The following ( 
nj _ - 
— a ——_ , | e ( 
AR editors «% good ¢ ( 
} A TIT HUNT C 1 AK T i fy A ' | : i ‘ - 
(UANTITY PH() ()S CELI ANYTHING ANYWHERE OM =) ‘ " PaAllir 
e / P f bp 
the I P 1 t s Sa e Y 
A no eS ESS 
a \d 
| Y 5 of 
* Cc I ; 
boxful ! 
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\ \ 
' It ; 
| t t ofte ( ec @ Christmas Tray Kard 
bas \ t \ lhe N 
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M \ 
: ADVERTISING AGE : 
; @ Christmas 
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=New Ideas For 





at 





pany's “living trademark” Elsie, El- The season and AMA are artf 











ited a warm tied together in this pleasant pi 
ersor touch card that also re- torial card by showing. the 
alled the i long ad- pany s Academy Chapel at Sa na 
ertuusl p Colorful, stand- Lake afte: hes snow Th 
p care We diecut §-D realisr llustratior r h k afr 
the ty 1 f ( ‘ howl! nd the or ( 
I f e} ng to light the candl« e ¢ ( he t } 
‘ ( the Cl st dinne table a two red st +i 
I ( ( erp ene with | Dest Vishe es ‘ 
t ri +} ne } 7 
: @ UPA Picture I 
( t E I 
: matior “¢ t ? 
ae { B 
¢ 
bead the ass 
. $ $ ! 
e } i j ] tne t ri t 
T ete 
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A. E 14 Cant Driv Stu Park son 2, N. J 
. ® Japanese Calenda 
7] | 
Takahashi, 1661 F a F 
15 
@ Christm Booklet 
\ 
@ Yule Tie 
Harrison & Smit} 
Co., 520 Washingt Av.. M eay 
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THE SAD STORY OF 
THE INSERT AD THAT 
DIDNT GET INSERTED 


Most ad men like to get 
tricky on occasion. That in- 
cludes us. We prepare the 
Peninsular Paper Company in- 
serts (you know, the ones with 
the circus theme) But, this 
time, we guess we over did it 





The current insert was a real 
gem. It was designed to show 
the merits of Peninsular Du- 






plex color on one side 
white on one side. A special 
flap did the job very cleverly 
Just one problem: It was too 
heavy to be inserted in AR! 








We don't want AR readers 
to be cheated of this candidate 
for the idea file (and be- 
sides, we can't eat 21,000 in- 
serts) so we've called in the 
Post Office to have a separate 
copy delivered to each AR 
subscriber! 











WATCH FOR THE MISSING 
INSERT 
IN YOUR MORNING MAIL 





Peninsular Paper Co. 


YPSILANTI MICHIGAN 








Send for free samples and catalog 
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ae SCL tion in 
Dee ee 


lt mee ba ly dating 
LETTER & MAILING the life 
SERVICE ng 


In gold 





MARIE oe 


DOES IT FASTER! 

u ca unt on Marie to handle your complete 

ailing and be assured of prompt and a 
urate service . . 
mailed for you or delivered to you. Marie en] 


as been handling all mailing details for a wide 
Multigraphing * Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso 
graphing °* Auto-typed letters. Also 


Addressograph list and hand-list main - 
tenance 
Call Wabash 22-8655 and Just Ask For Mari« 
nn Lille Mt ne 
431 SoutH DEARBORN STREET ¢ 
Cuicaco 5, ILL WABASH 2-8655 c 
Attention 
getters: 
MACK'S 
MOPPETS' 


Hundreds available 
Exclusive use 
Low priced 


Write your needs 
and request samples 


— out of ideas DOUGLAS MACK 


sruna Contest! 
1550 Church St 
San Francisco 14 


Phone Mi 7-5377 





WALTZ serves the profession 
with fine WALLET PRINTS (3!/5c 
ea.) and 8x10 QUANTITY PRINTS | 
(as low as 8!/5c ea.) Write: | 


| WALTZ 


438 Sixth St. 
Canton, Ohio 






Dept. AR-10 


AuTEST S&S 
6408 WOODWARD AVE 
DETROIT 2, MICH 


NATURAL COLOR 
cy Wy POSTCARDS yi Y ) ay 
JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8'2 « 11 


25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE C€ 


sf and sompies 
CORONA COLOR STUDIOS 
ye ee ed 
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true color of two plates from 
the Golden Gospels of 
a celebrated, 
from 
Illustrations on the 
Ol 
the 
the Publicans 
pany Christmas message \ 


} 
INK 





Echternach, 
illuminated mi 


plates pertain to 














drawing In the sert Snow santa 
dead to the world oO! Decemb«e 
6 is ne sleep ott ! ven 
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Glassware Inst. of America 
Rives, Dyke and Co 
Washington Post 

R. |. David & Co 





; Advertising Typographers 
Association 
- of America, Inc 


40 


There are only 26 letters, ten figures and a dozen- 
oad punctuation 


2n marks. That's all there is to any 
‘4 aavertisement. 
So what's so important about setting it up? 
Well, a creative typograpner can take the 


thoughts made up out cf those letters, figures 
anda marks ana 


make them sing, shout 


emphasize, explain, attract and sel 


whisper 


‘ 4 
vVersvUuavwe, 








ATA members are listed on this page. They 
cnarge 


no more to do it better. 


It Pays to Set Type Right 


ga 


‘pane 





2 
¥ 


Advertising Typographers Association 
= of America, Inc. 








New Margin Justifier the width of the typewriter carriage new process 1s substantially less 


pensive, prof ssional composition by 


, competent typist, the manufacture a special formula ink which bite 
means of a justiher to automatical- ‘ 


. . The regula operation of the type- pensive than silk screening and 
Eases Manuscript Typin S , E 
P yP g writer is not affected as the device superlol It is said to give 
Offcet ia ol can be set to neutral, which auto- detail and clear colo definition 
[tSé¢ reproductio tron imple ‘ oie 
matically disconnects it. The Margi- without any trace ot aggednes 
riter composition can often be 


nator can be easily operated a few The tendency ol polysty! 
the appearance of more ex . . 


moments after installation by any sheets to sweat oil was overcon 


1u 


tests” en ee Saath weeiain dh claims. Literature will be sent upon through the oil filn 
istinel the Marginator, has requen plasti Subseq an 
fiivaduced bay Warainator Co for more details circle 1023, page 135 of the plastic impart a high 
ank, Cal., and will justify col to the colors and heighte 


om as narrow as 1'4” to Perfect Four-Color visual impac 


1 . 
rub or wear oll 


Printing On Polystyrene states 


A lithographing technique that 
permits full-color printing directly 
on polystyrene plastic sheets has 


. dam Three-Color Process 
een perfected, following a year ol i 

research by Thunderbird Plastics Adds Individual Touch 
Minneapolis. In the past, polysty- 


ene has been limited to two-colo! 


mal facturers 
eproduction, only the more costly nee = 
Vinyl plastic Deing sulted to tfull- = , , 
‘ t 

color process printing Exe eR 

ne t ( tT 


The new process 1S expected to 


open the door to more extensive use 





polystyrene, one ol the cheapest 
yet strongest of the sheet plastics 


The material is used in such areas 


Time Saver . . M t nev as toys and novelties, advertising raise tesa 
' \T T 
premiums, pat kaging slgns and 1n- ave Donald i 


lustrial design leUINE b 


According t ts de velope s. the New Year 


par ( Vi G 
SET the stage to best ag 
advantage for your ad or ce m B 


mailer with tvpography 
of character and quality. the = 
Specify SERVICE was necessary was 
typographers for the hit heseassn ta ton 


impression that becomes 





a successful run. 





SERVICE t 
typographers, inc. 
723 S. Wells St., Chicago 7, Ill. 


@ 


Low-Cost Color 
HArrison 7-8560 
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News Gothic Bold 


Famous Gothics 





..ATF’s large family 


: | Medium weight 


~ | News Gothic Bold 


| COMPLEMENTS THE 
family shown at right 


- | NEWS GOTHIC BOLD fills 
the gap existing between 


THE NEWS AND ALTERNATES 
and this type face may be used 


| COMFORTABLY WITH ANY ONE OF THE 
Other Members of ATF’s Gothic Family 


gains A NEW MEMBER! 


Monotone Gothic 
News Gothics 


Alternate Gothics 


Franklin Gothics 
and Italic 


ABCDEFGHIJKLMN 
OPQRSTUVWXYZ& 
$1234567890¢% 
abcdefgghijkIimno 


pqrstuvwxyzZ 
ee eee SH 


AMERICAN TYPE FOUNDERS, Elizabeth, New Jersey 
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Remember. you want the finest in 
fluorescence —ask for it by name 






Cee y 


® 
TESTED 


COLOR CARD.. 


Contains samples and printing suggestions 


for Papers and Cardboards 


COLOR SELECTORS for Silk Screen, Bulle 

tin Colors, Qwik-Spray paints, and Water Col 

ors. Have perforated swatches you can tear 

off and attach to your job 

n your letterhead for Colo 
electors (please spe 


n-Tested Velva-Glo for velvety sn 


RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 


uw fact r ‘ Tested Velva f 








eep 
op "2188 
nformed 


BACON CAN GIVE YOU CLIPS ON 


¢ Publicity ¢ Subject Research 


« Competitive Publicity & Advertising 


BACON'S CLIPPING BUREAU 





We make color postcards or cata- 
log sheets from your Kodacolor or 
type “C’’ print. Samples avail- 
able. Representatives wanted. 
Skokie Colorgraph, Morton Grove, 
Ill. OR. 4-7400. 





ADVERTISING 


| REQUIREMENTS 
FOR 
ADVERTISING RESULTS 
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New Plastic Letters 
Have Many Uses 


Ady al 


ces 
lettering go 
newel ones 
which ple 


ferred (¢ 


ready tot 


play 


lire 


re} 


roduct 


York. 1 


plast 
work WiIthot 
Owing toa | 
ette will 
is applied 


plastic 


( halkbo: ! 


wood 


§ 


in simpler, faster hand 
on and one ol the 
IS Planotype, a systen 
istic letters are trans 
tly onto the artwork 
yrroduction or direct dis- 

ol Planoscope Corp 
-lanotype letters of thir 
1¢ will adhers to art 
it glue oO! burnishing 
veveled edge design, the 


adhere 


to 


when 


paper, 


stone 


Letterhead Award Winners 


pressul 


cardboat 


metal and 


pre 
t Y 
( 
t 1¢ } 
le 
\ 
) 
+ 
let 
( 
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\ 
é 
D Cash 
‘ ti 
tt TY} 
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mal 


equally 


temperature change they are 


effective when 


ised out 
doors 
A descriptive brochure how 
typetace 17¢ 
ble 
for more 


details circle 


1024, page 135 


Film Makes Reverse Type 
Proofs, Sans Camera 


é é ty pe proc 
t , 
h the | 
eans ol a new fil 
oO came é 
« 
Che e-sensitize | 
, A 
t ( ‘ B ( | 
Pp | 
I ee” l ¢ 
( iB N 69 
' 
K¢ 
‘ 
} 
(i) t 
t 
¢ 
1 ‘ \ 
» ( 4 
Ir 
> t 
I T 
5 1) | 
for more details circ 1025, page 135 | 








Quillo Alphabets 
Add Three New Faces 


Yo Gd HO 


Sackliteg 


e deta pog 


European Faces Featured 
| In New Type Showing 


ge 135 


1ore details e 1027 


New Paste-Up Sheets 
Speed Copy Preparation 





page 13 









PHOTO- 
REPRO 
PROOFS 






SSS 


sme DIRECT 

SET { 
PAPER; 
NEGATIVES PROOFS | 


tet Teruel) \ 


ic em lig 
fel eC Lig 


“Fotosetter / Warwick Typography" 


SOLID HIT WITH ADMEN 


Check your ad program now. How many ways will 
Fotosetter /Warwick Typographic Services improve y 
selling story, cut production time and complications 


save your time and money 


¥ Unlimited Selection 


¥ Negatives Ready for Platemaking 
No-Smear, No-Smudge Proofs 


ect Set Paper Proofs 


Send for Free Photographic Type Book 





| | a raick TYPOGRAPHERS., Ine. 


OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 






it type 


IN SECONDS! 





R.9 


HABERULE 


VARIGRAPH CO. * Madison 1, Wis 
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...of Fine Business Papers : 


ae The ALL NEW 
Atlantic Bond 


EA T N reniti? mea rkhed 10? iY er printing mpressio? 


NEW PULPS: NEW SHADE: NEW PACKAGING 


a ane 
Manifes, The ALL NEW Atlantic Bond is the Genuinely Watermarked 
Dy 


(Atlantic 


Bond with the Substance Weight, that lends dignity and charm 


to the finished printed product. You will find this sheet of 






Atlantic Bond superior in finish and dimensional stability with > 
excellent erasure qualitie i masterpiece by Eastern in the 
EXCELLENCE IN FINE PAPERS papel making art 
4 
% 4 
lo= - 
sb 2 
~ “Sf } 
ic ; ~ Bae 
6 
a, 
at Atlantic Bond is a modern business paper, made from fine pulps, in the finest 
gt", \ and most modern mill in the industry. Electronically controlled Atlantic 
= Bond assures you uniform quality for today’s modern high-speed presses 
EASTERN CORPORATION, Bangor, Maine «+ Mills at Brewer and Lincoln, Maine 
] 
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How to Solve 
Color TV 


Problems 


Multiple Colors 


When color is important, it pays 
to make a special effort to get 
it right. Here is the story of a 
tricky problem posed by a Dial 
soap series, where color was 
the selling point. . 


Radio & TV Production * 127 











they tend to influence each othe: 
ca In a scene where a girl he ld a ba 
a | 
X. th ! ! d to b moved te 


‘ 
rhe \ iIppe na re ( ( ‘ 
he to obtan if} t t 
A ~ 
‘\ . Th re 1 pore ble j that ‘ 
_ producing i good col tilt thal 
» » id’ WOuld Core throuvt I DiacK ana 
wor Ss white. Here, contrast is the ke; 
slu 21 1 to a les aqaeprec 
Greatest [sci mar ond sn 
' In this case, the blue was light ' " 
prern Ul ryi.«= ened to separat t tro the othe : 


Were now! peclal Ds; Vere ised 
f< the black and white prints. h 
th handling, the processing lat 


: 
4 >M Seav ht say that in tl 
Outserts « a sant then Jeni mseccciler neat 
reatness is a relative thing. and se ee te 
Seal Books Careatnes io ef FGr tv | : til ¢ is ve i { 1¢ 








Poster Stamps elusive. But that sheet ot paper, in 


| 
‘ 
Booklets the hands of a master craftsman, 
Folders truly is the beginning of premiun 
Trading Stamps sinh mache ( 
Coupons Ox tely oo 
h ‘ 1] M 
Ad Specialties 
; [ne Nag @)) to Dulld creative = 5 Ts | 4 ' 
Stickers i 
Gn . | * natrr th ani patterns t k ! t 


Labels se ace 
that wmmniet t} Pe t yaNe! =. 
Shelf-Talkers complete the sheet of paper onabl . erance. 1 | 


Fund-Raising Seals Eureka \ sell for vou 


« 

® 

° 

e 

. 

e@ Cutouts L acl 
° 

@ 

* 

* 

@ Programs Such IMagimMatrol yours, and i : oe me e 4 ' a | 
: | 

a 


Foil Specialties nd e in shoot , 


Promotional Service Division 
Emery Announces Changes 


In Air Freight Rates | 


EUREKA SPECIALTY PRINTING CO. 
Dept. 20 - Scranton, Pa. 





You Get Something Emery Air Freight Corp. 
Extra at APP ris cies. sine 
Advertisers may combine their total number of insertions in— ber of shipments to tv stations. 7 
® Advertising Requirements cS ee oe ii ae 
® Advertising Age _A Blue Ribbon S 
® Industrial Marketing ae ea ee 


-to earn the best frequency discount for each (minimum ed 
rateholder regulations applying). on Se oe eee 


ADVERTISING PUBLICATIONS, Inc. S22 


200 E. Illinois St., Chicago 11, Illinois 801 Second A Ne York 17 q¢ 


12h * October LOSS 





4< 


jes 


Window Display 


When Chucko the Clown asked 
kids watching his program on 
KABC-TV, Hollywood, to design 
valentines, the response sur- 
prised and pleased the contest’s 
co-sponsors: the _ station, TV 
Guide, and the American Heart 


Association. 


By Phil Scitz 
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NEW IDEAS 
IN 4-COLOR 
BULLETINS 


Fresh, lively formats for 
letters and self-mailers 


FREE CATALOG 


oh er re mira Vd 


IDEA ART ¥ 
307 5th Ave., New York 16 \\ 
aoa Se LOLEey Mae LO mm 





Brandt Scaleograph crops, scales 
art and photos—in seconds! 


New precision instrument praised by users 
around the world—artists, photographers 
editors, printers. Thousands are now in us¢ 
Once set to a proportion it will enlarge or 
reduce automatically without any compu 
tation. Scaled in picas and inches. Made of 
transparent amber vinyl! plastic, stainless 
steel, and aluminum. As useful as T-square 
or compass. If your dealer cannot supply 
you, order direct. Price $12.50. Imme diate 
delivery, parcel post prepaid. Money back 
if not delighted. Order yours today 


THE BRANDT CORP. 
P. O. Box 465, New Orleans 


Ee 
ART SERVICE 








STOCK PHOTOS 


1S 


\ 


ENTERPRISE 
PHOTOS 
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qdid contain money It is estin KABC-TV\ Pierre 


ated lanare ol 


nore than 10,000 Kern, TV Guide 


slightly 





ntries were accon panied by a total 
of more than $5,000 in contributions > Supplementary publicity included 
pictures taken of Chucko visiting a 
>’ The e1 ( ‘ iS varied as the child heart patient, with mats being 
es of those sending them in. En- made and sent to ne wspapers Ir 
trant i ed ive ( five to 15 Hollywood, the Broadway Depart 
Some entries were put together by ment Store devoted a window to a 
one others D\ c! ldre spla or outst 1 Vitl 
tt } nt nel} ind ome oster tellll ( t ntest al 
CASE by the w ( ly oll | Heart I 
One uent ¢ s made b ib pince the entrie ! ! 
Ul S¢ ( tropny\ with the ittract na top j i pt 
mothe send note te ng the sible t believed more oO 
long h e had spent on it. Some this type of promotion could be 
Were D tients the SelVve one Only t ( t r ente 
t ( blue that p 
t Tl?T 
als and gi a a ! the ntest M 
Most of the entries expressed the | Brembeck said, “Nev th 
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Blair Planning Board 
Helps Spot Scheduling . 
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for more details circle 1006, page 135 


a lady isnt dressed 
Chemstrand Points Finger : 


At Milady’s Bare Legs 


Bans Bareleggedness 


—7~™ 








, am A1Ve ; | tog 
The fil created | Dx 
) Be t ni al 
} I Ni Y 44 


New Service Evaluates 
TV Commercials 


Leaders look to 


CUPPLES-HESSE 


> 


4¢ 








Only The Talented Need 
Apply 

Proof that “vou can take the boy 
| | 


out of the countrys but vou cant 


| 44 gla 
| b agg 
| S 4 





|} take the countrys out of the bow 
| gota shot in the arm recenth when 


over 200 New York city slickers re Printed, plain; wired or strung; ‘isi 
~ponded toa ho calling contest 


i 


merchandising, 
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Art & Photography 


Art Supplies 


Balloons 


Banners, Pennants 


Binders, Catalog Covers 


Binding Equipment & 
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lipping Services 


Cor trol P Inning Aids 


Copyfitting Aids 


132 co * October 1958 





Cropping & Scaling 
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Direct Advertising 


Display Materials 
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PHOTO-LETTERING 
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PHOTO LETTERING 


OTST ae 
ments to fit your layout 
with our DEXIGRAPH 
PHOTO-PRINT PROCESS. 


JUdsen 2-0466-7-8 
PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y. 
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RENT A GLAMOR GAL 


MADISONIA "MANIKINS, INC. 
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SEESFORSYOURSELF “SEE. THE: DIFFERENCE 
WRITE FOR SAMPLES 
AND PRICES 


STAFFORD ENGRAVING CO. 


229 N. PENN. ST. * INDIANAPOLIS 
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HELP WANTED 


ART SUPPLIES 
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Vice Presid Charge of Sales, 820 North bienfang Pedr cop 
ik Milwaukee 3, Wus« s Metuchen. N. J 








A TECHNIQUE FOR PRODUCING IDEAS 


Ww! ne making aea 
( Set eas whicn k 
success els id1lo and tele- 
S pre ams OV t | 
es iigns and b sses t 1 
J S Webb y un ( ( ( the 
highest aid idea 1e in the ' 1 
tising ) I Ss, Set out to <% ri pre 
this questi« yr his idents at ft Ent 
Ly ¢ t ( Chi ( The ¢ + iL ¢ 
S little D 1K vi ( ou Ca r sti ‘ t 
a ( I t ill eT he the ’ c ‘ } 
st ( no nave read t Ser 4 
In the simplest and clearest of opy of A TECHNIQUE FOR PRO 
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Advertising Requirements 
200 E. Illinois St., 
Chicago 11, Hl. 
Gentlemen: 
Please send me on 10-day money-back guarantee 
“A Technique for Producing Ideas.” 
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t. (Page 66) 
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Do’s and Don’t Folder 


h Page 86 
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1006 /Ciscle on Re 
Cummins Carditioners 
(Page 86 
1006 Rea Service Car 
TV Planning Board 
Page 130 
1007 1de 
Battery Display Motor 
} 
Page 38 
1008 
Exhibit Moving Booklet 
(Page 38 
1009 
Vizupole Brochure 
(Page 339) 
1010 
The Corporate Image 
(Page 113) 
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1011 sader xy r Na 
Pressure-Sensitive Facts ion rvice 
’ klet from Kleen-Stik Pr (Page 34) 
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16mm Film Report 
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z mparison br » Inc (Page 34 


1016/Circle on Readers’ Servic 


Seamless Screens 
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United States 
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First Class Permit No. 95, Sec. 34.9 P. L. & R., Chicego, IIL | 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 


| ae | Advertising 


Hequirements 


*® Send for these free helpful selling tools 


Readers’ Service Dept. 


1018/Circle on Readers’ Service Card 
Logo Drape Details 

. Hollywood Advertising Co. offers de- 
s, and samples of drapes that can be 
(Page 61) 


1019/Circle on Readers’ Service Card 
The Modern Tag 

. a color analysis of the successful mer- 
chandising tag is in a new booklet from 
Rothchild Printing Co. (Page 62) 


1020/Circle on Readers’ Service Card 
Turntable Catalog 

. a variety of turntables, rotating units, 
slow-speed motors, etc. is described in a 
new catalog from Vue-More. (Page 62) 


1021/Circle on Readers’ Service Card 
Manpower Service Booklet 

. fifteen sales aid and merchandising 
services available from Manpower Inc. are 
described in a new booklet. (Page 60) 
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customized with logo designs. 


Postage 
Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R., Chicago, IIl. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


6610 


Please have the following sent me: 


1001 
1006 


1007 1008 1009 1010 


1011 
1016 


1017 1018 1019 1020 


1021 


1031 


1002 1003 1004 1005 


1012 1013 1014 1015 


1022 1023 1024 1025 
1026 1027 1028 1029 1030 


ADDRESS 
1032 1033 1034 1035 


COMPANY 


TCS 
SOTTO 


1022/Circle on Readers’ Service Card 
Christmas Displays 

. a line of displays for the holiday sea- 
son are shown in a new catalog from Nes- 
bit Industries Inc. (Page 60) 


1023/Circle on Readers’ Service Card 
Typewriter Justifier 

. Literature is available describing 
Marginator Co.’s new margin justifier for 
typewriters. (Page 122) 


1024/Circle on Readers’ Service Card 
Plastic Lettering Brochure 

. A brochure describing Planoscope 
Corp.'s versatile plastic letters is offered 
by the company. (Page 124) 


1025 /Circle on Readers’ Service Card 
Reverse Type Proofs Made Easy 

. . . Charles Bruning Co. offers literature 
detailing its new film for making reverse 
type proofs in three easy steps. (Page 124) 


United States 
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CITY & ZONE 


*Note: 
not serviced beyond Jan. 15, 1959. 
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1026/Circle on Readers’ Service Card 
Lettering Alphabet Booklet 

. « « Quillo Art Co. offers a booklet with 
samples of its lettering faces. (Page 125) 


1027/Circle on Readers’ Service Card 
Foreign Type Showing 

_ Amsterdam Continental Types & 
Graphic Equipment will send a folder 
of over 50 foreign typefaces. (Page 125) 


1028/Circle on Readers’ Service Card 
Paste-Up Sheets 

. new offset paste-up sheets are of- 
fered by Promotion Service. (Page 125) 


1029/Circle on Readers’ Service Card 
Electro-Stereo Handbook 

. . « The Intl. Assn. of Electrotypers and 
Stereotypers is distributing its newly re- 
vised handbook. (Page 68) 


1030/Circle on Readers’ Service Card 
Hectograph Master Sample 

- a sample of a stain-free hectograph 
duplicating master is offered by Colum- 
bia Ribbon & Carbon Mfg. (Page 78) 


1031/Circle on Readers’ Service Card 
Portable Paper Cutter 

. a portable paper cutter that works 
like a professional machine is described 
by Michael Lith Sales Corp. (Page 78) 


1032/Circle on Readers’ Service Card 
Dow Etch Booklet 

. a booklet describes the Dow etch proc- 
ess for magnesium. (Page 78) 


1033/Circle on Readers’ Service Card 
Printing Company Brochure 

. . e Haywood Publishing Co. 
brochure on its services. 


offers a 
(Page 78) 


1034/Circle on Readers’ Service Card 
Exhibit Giveaway 

. . . details on a specialty binder designed 
especially for exhibit use is offered by 
Cooks’ Inc. (Page 100) 


1035/Circle on Readers’ Service Card 
Telegram Brochure 

. .. Western Union will send a booklet ex- 
plaining the “do’s and don'ts” of using 
telegrams for advertising. (Page 103) 
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for your copy of publications 
mentioned on this page 





The finest papers are made 
with cotton fibers. Selected cotton 
fabrics, carefully processed, 
add all the definitive 
characteristics of crispness, 
opacity, durability to Rising’s 
famous lines of cotton fiber 
papers. Each spotlessly 
clean sheet is the result of a 
combination of the skill and 
pride of the experienced 
papermaker, and the 
unremitting standards of 
modern quality control 
techniques. Specify 


Rising for the uniform 
weight, printability, 
consistent quality...and 

“write-ability’’. .. of 
“Fine Paper at Its Best”. 


RISING PARCHMENT [100% 

MARQUE [25% CF WRITING] 

125% CF] e PLATINUM PAPER & BRIST( 
GLO-BRITE VELLUM, BRISTOL, TE 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 
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Both 


nameplates 


are 


permanent 


One is screwed on. 

The other is Fasson. 

Fasson self-adhesive “solid” aluminum foil is made 
for nameplates. 

Costs less to produce, less to install. 

Permanently embossable ... beautifully printable. 

See how much you can save—and gain—with Fasson, 
Write for samples and information, 


Fasson Products 


Dept. AIO * 250 Chester Street * ELmwood 2-4444 
Painesville, Ohio 
an Avery company 





